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Each  copy  of  CIO  Web  Business 
takes  a  cross-functional  look 
at  leveraging  the  Web  to  add 
enterprise  value. 

Thought  you  might  be  interested... 
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DB2  Universal  Database  delivers  superior 
performance  on  today’s  hottest  e-business 
platforms  from  Microsoft®  Sun™  and  IBM. 
I  ry  it  free  alwww.ibm.com/software/data. 


IBM,  the  e-business  logo,  DB2  and  DB2  Universal  Database  are  trademarks  of  International  Business  Machines 
Corporation  in  the  United  States  and/or  other  countries.  Microsoft  and  Windows  NT  are  trademarks  of  Micros* 
Corporation  in  the  United  States,  other  countries,  or  both.  UNIX  is  a  registered  trademark  in  the  United  States  and  othd 
countries  licensed  exclusively  through  The  Open  Group.  Sun  is  a  trademark  of  Sun  Microsystems.  Inc.  in  the  United 
Stales,  other  countries  or  both.  ©  1999  IBM  Corp.  All  rights  reserved. 
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Mark  Miller,  CEO  of  PHH  Fleet  Vehicle 
Management  Services:  The  two-way  flow 
of  business  insight  between  PHH  and  its 

customers  makes  everyone  smarter  and 

0 

more  profitable 


Predict  The  Future, 

And  Yuu  Can 
Change  The  World. 


With  NEUEENT5, 
You  Can  Do  Both. 

Introducing  software  that  can  emulate  Neugents  can  learn.  Using  a  before  your  next  product  fails  —  and 

a  human  brain.  unique  self-learning  algorithm,  why.  And  for  enterprise  management, 

It’s  true.  Neugents™  think  like  a  Neugents  get  smarter  every  second,  Neugents  can  do  everything  from  warn 
human  only  faster.  every  hour,  every  day.  you  before  a  server  goes  down  —  or 

Neugents  compute  not  in  thou-  The  secret  is  Neural  Network  tell  you  when  and  where  your  next 

sandths  of  a  second,  but  millionths.  Technology.  Computer  Associates  has  security  breach  will  occur. 

Without  emotion,  subjectivity,  or  bias,  taken  this  powerful  technology  and  With  virtually  every  aspect  of  your 

Neugents  can  analyze,  make  turned  it  into  a  patented  application  business,  Neugents  can  accurately 

decisions,  take  action.  They  can  process  that  goes  far  beyond  traditional  fore-  and  consistently  predict  the  future, 
massive  amounts  of  chaotic  data  and  casting  methods  and  rules-based  And  when  you  can  predict  the 

instantly  identify  complex  patterns  and  applications.  future,  you  can  not  only  change  the 

relationships.  Figuring  out  why  things  Neugents  can  tell  you  what  your  future,  you  can  change  the  world, 

happen,  and  more  importantly,  predict  sales  are  going  to  be  next  week,  next  Call  1  -877-Neugents  for  more 
what  will  happen  next.  month,  or  next  year.  They  can  tell  you  information. 

NEUBENTBT  5aftware  That  Can  Think™ 


(Computer 

Associates 

Software  superior  by  design. 


©1998  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 
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SCRN  TO  LUEBSITE 


Can't  scan  to  your  company  website. 
Can't  scan  to  Microsoft  Exchange  server. 
Can't  scan  to  anywhere. 

Can't  fax. 

Can't  fax. 

Can't  fax. 

Can't  offer  an  embedded  Web  server. 
Can't  offer  genuine  Adobe  PostScript. 


HP  Mopier  320 


XEROX?  The  Document  Company1-'  the  digital  X?  Keep  the  conversation  going.  Share  the  knowledge.,  Document  Centre  and  340  are  trademarks  of  XEROX  CORPORATION.  This 
model  may  contain  some  recycled  components  that  are  reconditioned.  HP®  and  Mopier”  are  trademarks  of  Hewlett  Packard  Corporation.  Adobe  and  PostScript  are  trademarks  of 
Adobe  Systems  Incorporated.  Microsoft®  is  a  trademark  of  Microsoft  Corporation.  Lotus  Notes"  is  a  trademark  of  Lotus  Development  Corporation. 


Can  scan  to  your  company  website  at  40  ppm. 
Can  scan  to  Microsoft  Exchange  server  at  40  ppm. 
Can  scan  to  Lotus  Notes  at  40  ppm. 

Can  fax  at  Super  G3  speed. 

Can  fax  11x17. 

Can  fax  from  desktop. 

Can  offer  an  embedded  Web  server. 

Can  offer  genuine  Adobe  PostScript. 

Can  easily  see  a  demo  by  calling 

1-800-ASK-XEROX  ext.  465 


Xerox  Document  Centre  340ST 


www.xe rox.com 
Keep  the  conversation  going. 
Share  the  knowledge. 


THEWcfCl^W  COMPANY 

XEROX 


If  you  want  to  know 

what  your  customers  think, 

you  should  ask  them. 


Mark  Miller  of 
PHH  Fleet  Vehicle 
Management 
Services 
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20/20  Vision 

COVER  STORY:  CUSTOMER  CARE  To  find  out  what  infor¬ 
mation  really  mattered  to  customers,  PHH  did  something 
that  many  companies  don’t:  It  asked. 

By  Elaine  M.  Cummings 

High  Interest  Rate 

WEB-BASED  FINANCIAL  SERVICES  Progressive  financial 
institutions  are  banking  on  the  promise  of  e-commerce. 
Commercial  customers  are  still  waiting  for  the  payoff. 

By  Anne  Zieger 

Hired  Guns 

E-STRATEGY  E-commerce  strategists  are  battling  to  become 
the  brainpower  behind  online  business.  Clients  call  them 
essential.  Critics  call  them  overrated.  By  Anne  Stuart 

On  the  Internet  Edge 

INTERVIEW  Mark  Stefik  says  the  Net  makes  us  more 
connected — and  more  conflicted.  By  Sari  Kalin 


WebBus 

SECTION 


ON  THE  COVER 


Starting  now,  when  you  use 
Reuters  Business  Briefing  or 
Dow  Jones  Interactive,  you’ll  get 
more  value  for  your  yen,  franc, 
pound,  dollar,  deutschemark,  lira, 
peso,  litas,  pataca,  kwacha,  ringgit, 
guilder,  guilde,  naira,  rial,  balboa, 
escudo,  zloty,  leu,  riyal,  euro,  tolar, 
rand,  peseta,  krona,  sucre,  markka, 
ar,  uruguayo,  rupee 


The  two  most  valuable  business  news  and  information 

services  are  now  even  more  so.  That’s  because  if  you  use 

Dow  Jones  Interactive,  you  now  get  Reuters  news.  If  you 

Dow  Jones  -Trk  use  Reuters  Business  Briefing,  you  now 

Interactive*  get  Dow  Jones  news.  At  no  additional 

cost.  It’s  just  the  first  step  in  the  creation  of  an  entirely  new 

business  information  service  that  will  ^3 

Vj  REUTERS 

change  the  way  you  work.  For  more  Business  Briefing 
information,  or  to  subscribe  to  Dow  Jones  Interactive  or 
Reuters  Business  Briefing,  visit  www.bestofboth.com. 


www.bestofboth.com 


COLUMNS 


Friend  of  Bills 


NETREPRENEURS  Claimsnet.com  cuts  the  cost  out  of  filing 
health-insurance  forms.  By  Constantine  von  Hoffman 


3  0  Very  Truly  Yours 

THE  MAIN  ATTRACTION  Personalization  tools  let  your  Web 
site  be  all  things  to  all  people — one  person  at  a  time. 

By  Scott  Kirsner 

3  4  Emergency  Care 

GRAY  MATTERS  As  medical  information  goes  online, 

CIOs  gain  yet  another  responsibility.  By  James  Hudak 


Niagara  Mohawk  Powers  Up 

BY  DESIGN  A  Web  site  redesign  for  this  utility  company  takes 
into  account  the  customer’s  point  of  view.  By  Sari  Kalin 


90  Lights,  Camera,  Log  On 

POWER  SOURCE  Web-based  streaming  video  is  turning 
business  execs  into  producers.  By  John  Edwards 

106  Jared  Spool  on  Studying  Design 

BACK  TALK  How  to  build  better  products.  ByArtJahnke 
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Inside  Section  1 

COVER  STORY:  HIRING  STRATEGIES 

Follow  the  lead  of  CIOs  who  are  coping  with 
the  staffing  shortage  in  imaginative  ways. 

PROFILE:  ROGER  HAM  The LAPD's first- 
ever  CIO  is  armed  with  the  technical  know¬ 
how  to  make  crime  fighters  more  effective. 

CIO  ROLE  Some  CIOs  are  taking  on 
responsibilities  in  areas  far  from  IT. 

BOOK  EXCERPT:  HOT  GROUPS  In  their 
new  book,  two  noted  business  professors 
propose  incinerating  the  team  concept. 

THINK  TANK  Knowledge  management  is 
more  than  the  fad  some  had  predicted.  The 
question  now  is,  Where  is  it  headed? 

EMERGING  TECHNOLOGY  Project- 
collaboration  software  binds  together 
players  despite  distance  and  duties. 

EXPERT  ADVICE  CIOs  seek  guidance 
from  a  Korn/Ferry  executive  recruiter. 

WORKING  SMART  The  Alaska  Depart¬ 
ment  of  Fish  and  Game  formalizes  its  data 
collection  and  retrieval  system. 
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When  these  two  come  together, 
a  new  world  of  applications  opens  up. 
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Nortel  Networks™  introduces  the  Internet  Communications  Architecture  (Inca™)  Portfolio.  Now 

you  can  bring  voice  and  data  networks  together  into  one  fluid  operation.  With  the  Inca  portfolio  of 
products,  you  can  take  full  advantage  of  the  hottest  applications  around,  like  Internet  telephony. 
And  at  the  same  time,  bolster  employee  efficiency  and  customer  relations  while  reducing  network 
costs.  Because  with  Inca,  you  can  leverage  your  existing  network  investment  by  voice-enabling 
your  data  network  or  by  data-enabling  your  voice  network.  Or  create  a  seamless  converged 
Unified  Network  from  scratch.  It's  your  choice.  So  come  together  with  Nortel  Networks  and 
let  us  propel  your  business  into  the  next  generation.  Visit  www.nortelnetworks.com/JUU 


NfJRTEL 

NETWORKS 

How  the  world  shares  ideas. 


Nortel  Networks,  Unified  Networks,  the  Nortel  Networks  logo,  Inca,  the  Globemark  and  "How  the  world  shares  ideas."  are  trademarks  of  Nortel  Networks.  ©1999  Nortel  Networks. 
All  rights  reserved 
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|  Helsinki  >  One  way 


book  online  ~j 


This  year,  British  Rirways’  llJeb  site  will  handle  ouer  a  million  transactions. 


find  BER’s  e-commerce  software  mill  help  make  it  possible 


LUelcome  to  the  e-generation 


iuiuiu.beasys.com 


©1999  BEA  Systems,  Inc.  BEA  is  a  registered  trademark  and  Welcome  to  the  e-generation  is  a  trademark  of  BEA  Systems,  Inc.  All  other  company  and  product  names  are  trademarks  of  their  respective  owners. 
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cio.com 


Who's  What,  Where 

MOVERS  AND  SHAKERS  Find  out  who  has  been  hired  or 
promoted  or  has  changed  jobs  or  careers. 
www.  cio.  com / Cl  O/movers.btml 

Speak Your  Mind 

SOUND  OFF  Our  weekly  views  and 
opinions,  where  we  take  sides  on  critical 
IT  issues  and  give  you  the  opportunity 
to  sound  off.  comment.cio.com 

Got  a  Problem? 

ASKTHE  EXPERT  Each  month  a  new  industry  leader  answers 
your  questions.  www.cio.com/ClO/ 'expert 

Body  of  Knowledge 

ONLINE  ARCHIVES  The  full  text 
of  CIO ,  dating  back  to  1994,  with 
versions  of  articles  that  can  be 
e-mailed  and  are  printer-friendly. 
www.cio.com/archive 

CIO  Insider 

BE  INFORMED!  Subscribe  to  the  CIO  Insider,  and  you’ll  receive 
regular  e-mails  letting  you  know  what’s  new  on  the  site. 
www.cio.com/cio/cioinsider.html 

Hear  It  for  Yourself 

CIO  RADIO  Listen  to  interviews  with  experts,  including  Peter 
Drucker,  Lawrence  Lessig,  Patricia  Seybold  and  many  more. 
www.  cio.  com! radio 


discuss.cio.com 

ON  CIO. COM'S  DISCUSSION  BOARDS 

Our  discussion  forums  are  lively,  timely  and 
helpful.  Ask  a  question,  raise  an  issue  and  get 
feedback  from  your  peers. 

“Although  an  MBA  will  be 
pretty  on  your  resume, 
you  need  more  hands-on 
experience  and  to  broaden 
your  technical  knowledge 
outside  the  Unix  world.  The 
higher  you  go,  the  more  you 
have  to  work  with  the  forest 
and  less  with  the  trees.” 

-A  READER  GIVING  PRACTICAL  CAREER  ADVICE 

“One  of  the  beauties  in 
working  in  IT  is  that  you 
are  not  tied  to  a  particular 
industry.  The  experience 
and  the  skills  are  easily 
transferred.” 


Find  Your  Dream  Job 

CIO  WANTED  Looking  for  a  new  job?  Our  focused,  senior-level 

IT  openings  are  updated  regularly. 

jobs.cio.com 


-A  READER  ON  SWITCHING  INDUSTRIES 
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digital  solution 


is  the  answer  to  your  printing  problems.  It  can  allow  you  flexible  finishing  options 


from  collating  to  stapling  to  duplexing.  It  can  incorporate  a  3  hole  punch.  It  can  print  and  fax. 
As  you  find  your  print  jobs  becoming  more  complex,  look  to  Ricoh  for  the  kinds  of  solutions  that 


Aficio  450 
&  AP2000 


hit  the  proverbial  nail,  right  on  the  head. 


800  63  RICOH 
ricoh-usa.com 


ICIO 


©  1999  Ricoh  Corporation 


We’re  in  your  comer. 


ICDM 


® 


Image  Communication 


HOME  PAGE 


Let  the  Games  Begin 


|-#k 


SOME  MONTHS  AGO,  WE  RAN  A  COVER  STORY  (SEE  “THE  POWERS  THAT  MAY  BE,”  CIO 
Section  2,  April  1,  1999)  addressing  the  question  of  whether  the  world  needs  another  senior 
executive  position,  one  with  strategic  responsibility  for  exploiting  the  Web — a  chief  Web  officer, 
as  we  framed  the  title  for  purposes  of  debate.  We  gathered  opinions  from  a  half-dozen  interested 
parties,  and  the  resulting  tally  was  three  opposed,  two  in  favor  and  one  cautious  maybe — from  electric 
razor  magnate  Victor  Kiam,  who  apparently  didn’t  like  the  concept  quite  enough  to  buy  it. 

Opinion  broke  along  these  lines:  Proponents  believed  that  leaving  the  field  to  unfettered  pursuit  by 
each  functional  leader  would  deprive  a  business  of  high-level  oversight  and  a  broad, 
holistic  approach  to  strategy  development  and  priority  setting;  naysayers  worried  that  a 
CWO  would  elevate  means  over  ends  or  else  represent  a  misguided  political  solution  to 
deeper  organizational  impediments. 

Since  then,  though,  the  switch  has  begun  to  be  flipped.  With  the  Sesame  Street 
letter  of  the  day  in  the  business  world  stuck  solidly  on  E,  we  now  see  signs  that  some 
businesses  believe  they  need  to  stick  someone  with  strategic  e-ccountability  (otherwise 
known  as  “thE  blame”). 

In  late  summer,  Colgate-Palmolive  Co.  promoted  Jack  Haber,  formerly  vice 
president  and  general  manager  of  Colgate’s  oral  care  line  of  business,  to  the  role  of 
chief  Web  officer.  The  marketing  trade  press  quickly  spun  this  as  Colgate’s  visionary 
leap  ahead  of  its  stodgier  competitors  (evidently  suggesting  that  if  you  lack  a  CWO, 
you  risk  being  fatally  lame  in  your  approach  to  the  Web).  And  our  own  online  Web 
job  postings  recently  featured  an  opening  for  a  chief  Internet  officer,  along  with 
dozens  of  postings  for  e-commerce  directors. 

This  is  a  predictable  development.  As  businesses — having  survived  the  Y2K  plague — now 
leap  from  the  cliff  of  e-commerce  into  wind  currents  that  can’t  reliably  be  predicted  to  offer  uplift  (isn’t 
downdraft  an  equally  plausible  possibility?),  having  someone  to  blame  for  all  these  looming  boondoggles 
is  a  handy  thing  indeed. 

It  may  be  institutionally  important  to  declare  the  strategic 
value  that  the  Web  presents  to  your  business.  The  amalgamated 
technologies  that  comprise  what  we  call  the  Web  are  like  a  new 
artistic  medium  with  which  fresh  forms  can  be  fluidly  modeled. 

But  it  is  the  shape — and  the  visionary  business  leaders  who  are 
its  shapers — that  will  determine  ultimate  strategic  value.  Business 
executives  of  all  functional  affiliations  will  need  to  grasp  the 
vision.  If  incumbent  CIOs  fail  to  properly  interpret  the 
opportunities  to  their  upper-level  peers,  then  shame  on  them. 

But  is  that  a  sufficient  reason  to  enthrone  yet  another  executive 
officer  to  fill  the  breech  of  the  CIO’s  dereliction? 

Let  us  know  what  you  think. 


How  to  Reach  Us 

E-mail:  letters@cio.com 
Phone:  508  872-0080 
Fax:  508  879-7784 
Address:  CIO  Communications  Inc., 


492  Old  Connecticut  Path,  P.O.  Box  9208, 
Framingham,  MA  01701-9208 

Web  Site:  www.cio.com 

Subscriber  Services:  800  788-4605; 

Fax:  508  879-7899; 

E-mail:  denisep@cio.com 

Reprints:  Reprints  are  available  by 
calling  RMS  at  717  399-1 900,  Ext.  31 , 


Lew  McCreary 
Editorial  Director 
mccreary@cio.com 
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This  is  a  race. 


A  race  you  have  to  win. 
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Because  on  the  Internet,  nobody  cares  who  comes  in  second 
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Get  there  first. 
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You  didn't  enter  this  race  to  come  in  second.  You  did  it  to  break  away  from  the  pack. 

But  that’s  easier  said  than  done.  Especially  for  emerging  companies  like  yours.  Because  things 
like  time,  money,  and  technical  resources  can  slow  down  your  .com  dreams.  That's  why  you 
need  a  partner  that  moves  at  the  same  speed  you  do — Breakaway  Solutions.  As  the  leading 
full-service  provider  (FSP),  we’ve  already  delivered  e-business  strategies,  e-commerce,  eCRM, 
and  application  hosting  solutions  for  high-speed  organizations  like  yours.  We  can  do  the  same 
for  you.  Why  settle  for  second?  Visit  www.breakaway.com  today  or  call  1-800-925-7100. 

Strategy,  Internet,  eCRM,  and  Application  Hosting  Solutions  for  Fast-Growing  Companies. 


Get  there  first. 

away 

SOLUTIONS 


©  1999  Breakaway  Solutions,  Inc.  All  rights  reserved. 
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IN  MY  OPINION 


Creative  Destruction 


The  internet  is  huge  by  any  measure,  as  an  enterprise 
communications  medium,  it  surpassed  the  use  of  the  telephone  in 
1998,  with  3  billion  e-mail  messages  sent  each  day.  According  to  a 
University  of  Texas  study,  Internet  economy  revenues  exceeded 
$300  billion  in  1998  and  could  easily  double  in  1999. 

So  it’s  no  surprise  that  the  Internet  is  having  a  profound  impact  on  the  econ¬ 
omy.  We  are  experiencing  rapid  growth,  low  inflation,  increased  productivity 
and  what  will  turn  out  to  be  the  longest  boom  in  U.S.  economic  history.  The 
Net  is  also  one  reason  inflation  has  been  under  control  for  so  long.  Thanks  to 
the  breadth  and  depth  of  online  products,  consumers  at  home  and  at  work  can 

easily  find  and  purchase  products  at  the 
lowest  price.  This  makes  for  a  powerful 
anti-inflationary  force. 

The  Internet  will  remake  society  just 
as  society  will  affect  the  Internet’s  future. 
Our  decisions  about  antitrust  issues,  tax¬ 
ation,  privacy  protection,  intellectual 
capital,  standards,  government  regula¬ 
tions  and  the  availability  of  bandwidth 
will  determine  the  Internet’s  path.  I 
believe  history  will  repeat  itself  as  the 
medium  becomes  as  much  a  revolution¬ 
ary  force  as  electricity  and  the  telephone 
has  been.  It  will  become  a  vital  ingredi¬ 
ent  of  every  business,  touching  every 
aspect  of  our  lives. 

Of  course,  not  every  benefit  brought 
about  by  cyberspace  will  be  immediate.  This  new  way  of  doing  business  will 
initially  cause  some  job  losses  just  as  the  transitions  from  an  agrarian  society 
to  an  industrial  society  to  an  information  society  did.  Some  people  and  com¬ 
panies  will  feel  threatened  by  the  Internet  or  be  fearful  of  the  changes  it  brings. 
Information  technology  has  shortened  product  life  cycles  to  two  or  three  years 
at  best.  This  creates  a  challenge  for  existing  businesses  to  compete  with  new 
companies,  which  have  the  advantages  of  starting  with  a  clean  slate,  the 
most  advanced  technology  and  nothing  to  lose. 

The  Internet,  with  its  potential  for  both  positive  and  negative  impacts  on 
society,  brings  to  mind  a  theory  of  famed  economist  Joseph  Schumpeter  called 
“creative  destruction” — the  replacement  of  old  ways  of  doing  business  with 
better  ways.  Such  creativity  is  always  a  positive  change  in  the  long  term. 
Overall  the  growth  of  IT  and  the  Internet  will  bring  greater  gains  than  losses 
for  society.  CIOs  and  business  leaders  must  make  certain  that  we  make  the 
most  of  what  the  Web  has  to  offer.  There  will  be  winners  and  losers  in  the 
years  ahead.  Where  will  you  and  your  enterprise  be? 


Joseph  L.  Levy 
President  and  CEO,  IDG  Communications  Inc. 
jlevy@idg.com 


< 

X 

u 


5 

> 


b 

i 


©  CIO  Communications,  Inc. 

Founder  Joseph  L.  Levy 
Publisher  Gary  J.  Beach 
Editorial  Director  Lew  McCreary 
EDITORIAL 
Editor  in  Chief  Abbie  Lundberg 
Executive  Editor  Richard  Pastore;  Managing  Editor, 
Production  Cheryl  R.  Asselin;  Senior  Editors 
Howard  Baldwin,  Alice  Dragoon,  Tom  Field,  Carol  Hildebrand, 
Christopher  Koch,  David  Rosenbaum,  Megan  Santosus  (Web  & 
Print),  Anne  Stuart;  Features  Editors  Elaine  M.  Cummings, 
Todd  Datz,  Sandy  Kendall,  Meg  Mitchell,  Katherine  Noyes; 
Asst.  Managing  Editor,  Production  Steve  King; 

Copy  Editors  Kathleen  S.  Carr,  Thomas  G.  Wailgum; 
Senior  Writers  Mindy  Blodgett,  Perry  Glasser,  Sari  Kalin, 
Tom  Kaneshige,  Polly  Schneider,  Derek  Slater;  Staff  Writers 
Stewart  Deck,  Daintry  Duffy,  Meridith  J.  Levinson;  Editorial 
Researcher  Carol  Zarrow;  Editorial  Assistants  Kelli  Botta,  Lynne 
Zouranjian;  Editorial  Operations  Manager  Lisa  Jayne  Kerber; 
Contributing  Writers  Thomas  H.  Davenport,  John  Edwards, 
James  Hudak,  Amy  Helen  Johnson,  Scott  Kirsner, 

Harold  J.  Leavitt,  Jean  Lipman-Blumen,  Lauren  Gibbons  Paul, 
Mark  Polansky,  Constantine  von  Hoffman,  Anne  Zieger 
DESIGN 

Group  Director,  Art  and  Design  Mary  Lester 
Art  Director  Lisa  Munroe;  Sr.  Graphic  Designers  Hana  Barker, 
Terri  Haas,  Steve  Traynor;  Graphic  Designers  Robin  B.  Madeod, 
Terri  Mitchell;  Associate  Graphic  Designers 
Kaajal  S.  Asher,  Jessica  L.  Sepe,  Chandra  Tallman 
WEB  SITE 

VP  /  Executive  Director,  CI0.com  Tim  Horgan 
Web  Editorial  Director  Art  Jahnke;  Web  Writer  Martha  Heller; 
Web  Operations  Manager  Dagmar  Eiben;  Web  Developer 
Ellen  Morey;  Web  Research  Editor  Kathleen  Kotwica; 
Vendor  Program  Manager  Andy  Burrell 
CIRCULATION 
VP  /  Circulation  Carol  A.  Spach 
Circulation  Manager  Susan  Woodworth;  Subscription  Svcs. 
Manager  Denise  Perreault;  Circulation  Coordinator 
Tina  Pescaro;  Circulation  Assistant  KimCormican 
PRODUCTION 

Senior  Production  Manager  Resa  Altsher;  Production 
Associate  Lee  Tuttle;  Ad  Traffic  Coordinator  Chloe  Taylor 
EXECUTIVE  PROGRAMS 
Senior  VP  /  Exec.  Programs  Lynda  Rosenthal 
VP  /  Event  Development  &  Planning  Robin  L.  Azar; 
Director,  Marketing  Services  Shellie  Rapson  James; 
Director,  Program  Planning  Susan  T.  Montgomery; 
Fulfillment  Manager  Brian  Fuce;  Manager,  Ancillary  Products 
Bill  Kerber;  Manager,  Program  Operations  Cynthia  Laird; 
Managers,  Program  Development  Thomas  M.  Pitkin,  Michele 
Zarella;  xNet  Program  Manager  Sherry  Keyles;  Program 
Marketing  Specialist  Jeremy  E.  Draper;  Administrator,  Program 
Planning  &  Finance  Sandra  J.  Hughey;  Administrator,  Exec. 
Programs  Heather  Beauton;  Coordinator,  Exec.  Programs 
Michael  Barbato;  Fulfillment  Assistants  Christina  Cyr-Pereira, 
Leah  Silver;  Meeting  Planning  Specialist  Amy  Sanderson 
MARKETING 
Senior  VP  /  Marketing  Cathy  O'Leary  Hayes 
VP  /  News  and  Information  Susan  Watson;  Media  Relations 
Executive  Karen  Fogerty;  Research  Director  Bridget 
Cammarata;  Senior  Marketing  Research  Analyst  Carolyn 
Johnson;  Marketing  Research  Analyst  Denise  Kane; 
Marketing  Comm.  Director  Marcy  L.  Dill;  Program  Strategist 
Lisa  Wilson-Wirth;  Cust.  Service  Rep.  /  ConsultWare 
Dot  Caspersen;  Marketing  Assistants  Julie  Hanson,  Kari  Noah 
ADMINISTRATION 
Senior  VP  /  Operations  Walter  Manninen 
Assistant  to  the  Publisher  Diane  Martin; 

Financial  Manager  Margarita  Chiango;  Staff  Accountant 
Stephanie  Roche;  Billing  Administrator  Joyce  Gillis; 

Office  Coordinator  Dawn  Cora 
INFORMATION  SYSTEMS 
VP /CIO  David  Woodall;  Manager,  Network  Services  James  C. 
Burgoyne;  User  Services  Specialist  Michael  Fahlsing; 

IS  Specialist  Simon  Liang 


14  CIO  WEB  BUSINESS  •  SECTION  2  /  NOVEMBER  1,  1999 


We  don’t  just  make 
office  machines. 

We  make 
office  heroes. 


mita 


EH 


and  you’ll  be  a  hero 


Ai4040 


Your  office  will  work  better  and 
your  company  will  save  a  bundle 


Too  good  to  be  true?  Or  the  stuff  heroes  are  made  of? 


You  decide 


For  example,  Mita’s  digital  copier/printers  are  two 


machines  in  one-a  full-featured  copier  and  a  network 


printer.  Lets  your  people  print,  copy,  collate,  staple, 


punch,  sort  and  stack-all  without  leaving  their 


computers.  It’s  the  faster,  more  efficient  way  to  work 


and  a  smart  way  to  save 


And  the  diamond-hard  long-life  drum  in  Mita’s 


network  printers  cuts  the  cost  of  every  page 


Turn  those  endless  reams  of  paper  into  enormous 


sources  of  savings 


Mita’s  full  line  of  advanced  digital  office  machines 


includes  b&w  digital  copier/printers,  color  copiers  and 


printers,  network  printers  and  multifunction/fax  machines 


So  make  the  smart  career  move  and  call  us  at 


Making  office  heroes  is  our  business 


Digitally  gifted  office  solutions 


www.mita.com 


Multifunction/Fax  Machines 


Color  Imaging 


Digital  Copier/Printers 


Network  Printers 
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Edited  by  Art  Jabnke 


Even  at  MIT,  though,  the  process  isn’t  yet 
100  percent  electronic.  Transcripts  and  rec¬ 
ommendation  letters  still  arrive  on  paper. 
And  the  school  creates  a  hard-copy  file  for 
each  student — just  in  case. 

Skeptics  question  whether  digitizing  the 
process  creates  new  hurdles  for  low-income 
applicants,  who  typically  don’t  own  com¬ 
puters.  MIT  says  most  MBA  applicants  are 
working  professionals  or  students  with  Web 
access  through  work,  school  or  libraries;  the 
school  considers  requests  for  exemption  on 
a  case-by-case  basis.  And,  Garcia  points  out, 
overseas  students  often  find  it  cheaper  and 
easier  to  apply  online  than  to  deal  with 
expensive,  often  sluggish  international  mail. 

There’s  plenty  of  evidence  suggesting  stu¬ 
dents  prefer  taking  their  college  quests 
online.  The  University  of  Dayton  credits  its 
optional  online  admissions  process  with 
prompting  a  record  7,173  applications  for 
this  year’s  freshman  class.  Fully  half  the 
hopefuls  applied  through  the  school’s  Web 
site,  up  from  28  percent  the  previous  year. 
Another  major  player,  Embark.com  (www. 
embark.com,  formerly  CollegeEdge),  which 
handles  e-applications  for  more  than  300 
schools,  processed  more  than  500,000 
applications  for  the  current  school  year. 
Online  application  projections  for  next  year: 
3  million.  -Anne  Stuart 


No  Clear  Recollection 


52%  of  online  users  had  not  clicked 
on  an  online  advertisement  within  the 
past  week 


40%  of  those  who  had  could 

not  recall  what  product  or  service 
was  advertised 

SOURCE:  "ADVERTISING  ON  THE  INTERNET,"  1999,  THE  STRATEGIS  GROUP 


Point,  Click, 

Apply 

USING  THE  WEB  TO  APPLY  FOR 
admission  to  the  MBA  pro¬ 
gram  at  the  Massachusetts 
Institute  of  Technology  isn’t  an  option. 

It’s  a  requirement. 

While  many  colleges  now  accept 
applications  online  as  well  as  on  paper, 
MIT’s  Sloan  School  of  Management  is 
apparently  the  first  to  accept  only  those 
that  are  electronic.  The  350  members  of 
the  class  of  2001,  who  started  classes  at 
the  Cambridge,  Mass.,  campus  this  fall, 
were  among  3,000  who  submitted  forms 
and  essays  through  the  school’s  Web  site 
( sloan.mit.edu ).  Reducing  the  paper  chase 
saves  Sloan  up  to  75  percent  on  supplies, 
printing,  postage  and  storage,  says  Rod 
Garcia,  director  of  MBA  admissions.  Using 
e-applications  also  frees  staffers  who  used  to 
sort,  route,  file  and  input  data  from  all  those 
hard-copy  forms.  And  admissions  officers 
who  travel  frequently  can  view  applications 
from  anywhere  on  the  Web. 

Sloan  runs  its  e-admissions  program 
through  GradAdvantage  (www. 
gradadvantage.org),  which  handles  online 
applications  for  more  than  40  other  schools. 
Applicants  simply  set  up  a  password- 
protected  folder  on  the  site,  filling  out  forms 
over  time.  They  can  cut  and  paste  essays  and 
other  supporting  materials  into  templates, 
then  submit  everything  with  a  click. 
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ILLUSTRATIONS  BY  OCTAVIO  DIAZ 


For  Your  Web  Site... 


Yellow  Pages 

White  Pages 

Directory 

Directory 

WTW 


ck  Here 

am  a 
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■  ,  .  Jump  Start! 
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Trade  Shows 

Search  by  City,  Search  by  industry. 
Search  by  Month,  Search  by  interests 

Yellow  Pages 

Search  by  Business  Name,  Search  by  Business 
Category,  Reverse  Lookup  by  Phone  Number 

Job  Openings 

Search  by  Industry,  Search  by  City 


Entertainment 

Movies,  Live  Productions,  Music, 
Sports,  Video  Releases 


White  Pages 

Search  by  Person’s  Name, 

Reverse  Lookup  by  Phone  Number 

Online  Bargains 

Airline  Tickets,  Online  Auction,  Coupons, 


From 


Frankly,  infoUSA  wrote  the  book  on  white  pages  and  yellow  pages.  We  have 
been  compiling  databases  on  people  and  businesses  for  oyer  27  years.  Our 
databases  of  195  million  consumers  and  over  1 1  million  businesses  are  the 
finest  in  the  country. 

We  are  the  standard  for  the  industry.  Just  about  every  web  site  offers  our 
database  on  their  web  site.  For  example,  Yahoo  (www.yahoo.com),  Microsoft 
(www.microsoft.com),  Network  Solutions  (www.networksolutions.com),  GTE 
SuperPages  (www.superpages.com),  InfoSpace  (www.infospace.com),  America 
Online  (www.aol.com),  Lycos  (www.lycos.com),  Zip2  (www.zip2.com), 
excite  (www.excite.com)  and  thousands  more! 

When  you  go  to  their  web  site  to  search  for  people  and  businesses  you  are 
accessing  our  database. 

Now  in/oUSA.eom  is  offering  free  white  page  and  yellow  page  directories  for 
your  web  site.  If  you’re  creating  a  web  site,  a  destination  site,  a  general  portal  or 
an  Intranet,  you  need  white  and  yellow  pages  so  your  customers,  your  members 
and  your  employees  can  look  up  information  and  save  hundreds  of  thousands  of 
dollars  in  directory  assistance  charges.  We  can  offer  this  service  to  you  absolutely 
free.  It’s  easy.  Just  show  a  (white  page],  [yellow  page),  or  (people  finder)  icon  on 
your  web  site,  and  we  will  connect  it  to  your  own  private-label  web  site  on  our 
server.  Your  customers  will  not  even  know  they  have  left  your  web  site.  In  a 


fraction  of  a  second  they’ll  be  searching  the  world’s  best  database  of  people  and 
businesses. 

Since  we  are  the  originators  of  the  data,  the  database  will  be  updated  every  day. 
It  will  be  the  most  current  information  available.  Not  only  that,  we  will  be 
offering  pictures  and  videos  of  businesses  so  your  customers  can  see  the 
business  in  living  color.  And  guess  what,  it’s  absolutely  FREE! 

So  if  you  would  like  to  get  started  offering  white  or  yellow  pages  on  your 
web  site  or  Intranet,  call: 

Bill  ChaSSe,  president  of  i/t/oUSA.com’s  Internet  License  Division, 

at  408-746-0603. 


An  infoUSA  Inc.  Company 


Nasdaq  Symbols:  IUSAA  &  IUSAB 

913  West  El  Camino  Real  •  Sunnyvale,  CA  94087 
Phone:  (408)  746-0603  •  Pax:  (408)  746-2700 
E-mail:  bill.chasse@infousa.com 


Internet:  www.infoUSA.coni 


Media  Code:  92079 


Not  Fade  Away 

The  Internet  promises  to  upend  a  lot  of 
industries,  but  surprisingly  pulp  and  paper 
isn't  one  of  them.  That's  the  conclusion  of  a  study 
by  The  Boston  Consulting  Group  Inc.  ( www.bcg.com ) 
entitled  "Paper  and  the  Electronic  Media:  Creating  Value  From 
Uncertainty."  Instead  of  eroding  the  use  of  paper,  the  Internet  and  other 
digital  media  will  actually  increase  the  consumption  of  some  kinds  of 
paper. 

That's  not  to  say  that  some  sectors  of  the  industry  will  be  unscathed. 
The  study  concludes  that  newsprint  will  take  the  biggest  hit  by  2003, 
with  demand  in  the  United  States  down  15  percent  from  1997  levels. 

The  growth  of  online  classified  ads  and  Internet-based  news  services  will 
be  the  main  reasons  for  plummeting  newsprint  demand.  Another  lagging 
sector  will  be  envelopes  as  increased  e-mail  use  trims  demand  by  1  mil¬ 
lion  tons  by  2003. 

Despite  the  misfortunes  of  newsprint  and  envelopes,  overall  paper 
consumption  worldwide  is  projected  to  rise,  as  growth  in  most  sectors 
outstrips  losses.  With  consumption  expected  to  double  from  1996  to 
2003,  office  paper  consumption  will  be  the  big  winner.  Paper  producers 
can  thank  individual  printing  both  at  home  and  in  the  office  for  their 
rosy  future.  -Megan  Santosus 


Marketing  Rules 


According  to  a  new  study  by  Zona 
Research  Inc.,  marketing  executives 
are  increasingly  taking  responsibility 
for  a  company’s  e-commerce 
strategies.  The  report  found 
that  out  of  1,300  IT  pro¬ 
fessionals  surveyed,  28  per¬ 
cent  now  directly  oversee 
the  e-commerce  direction  of 
their  companies.  The  number 
of  IT  executives  responsible  for 
e-commerce  strategies  has  dropped 
from  59  percent  to  46  percent. 


THREADS 


Nontechnical  Support 


ITH  A  HISTORY  STRETCH- 
ing  back  89  years,  the 
National  Retail  Federation 
( www.nrf.com )  has  helped  retailers 
both  large  and  small  navigate  shift¬ 
ing  trends  such  as  the  introduction 
of  discount  stores  and  the  develop¬ 
ment  of  megamalls.  Now  as  retail¬ 
ing  on  the  Internet  reaches  a  fever 
pitch,  the  Washington-based  trade 
association  has  launched  three  ini¬ 
tiatives  aimed  at  helping  its  mem¬ 
bers  weather  the  online  storm. 

Within  the  past  year,  the  NRF 
established  the  Internet  Retailing 
Advisory  Council  (IRAC),  a  group 
of  executives  from  the  ranks  of 
NRF’s  membership  (The  Home 
Depot  Inc.,  Sears,  Roebuck  and  Co. 
and  Starbucks  Corp.  among  them) 
that  examines  such  issues  as  online 


marketing,  merchandising  and  pri¬ 
vacy.  The  goal  of  IRAC  is  to  boost 
online  retailing  efforts  while  simul¬ 
taneously  improving  the  shopping 
experience  for  online  consumers. 

In  July,  the  NRF  paired  with 
Forrester  Research  Inc.  to  create  the 
NRF/Forrester  Online  Research 
Index,  a  quarterly  survey-based  ser¬ 
vice  designed  to  track  online  retail¬ 
ing  trends.  The  joint  effort  will 
establish  metrics  among  participat¬ 
ing  retailers  for  conversion  rates, 
order  information,  visitor  informa¬ 
tion  and  revenues  by  product  cate¬ 
gory.  And  not  to  leave  vendors 
out  of  the  mix,  in  August  the  NRF 
started  the  Internet  Commerce 
Council  (ICC),  a  group  composed  of 
executives  from  established  IT  ven¬ 
dors  such  as  IBM  Corp.,  Intel  Corp. 


and  Oracle  Corp.  as  well  as  smaller 
e-commerce  outfits  like  Netcentives 
Inc.,  eGain  Communications  Corp. 
and  Be  Free  Inc.  The  goal  of  the 
ICC,  says  Scott  Silverman,  the 
National  Retail  Foundation’s  direc¬ 
tor  of  Internet  retailing,  is  to  help 
IRAC  members  evaluate 
e-commerce  tools  and  technology. 

In  addition  to  the  standing 
groups,  the  NRF  sponsors  confer¬ 
ences,  seminars  and  conference  calls. 
And  what  are  the  biggest  challenges 
facing  NRF’s  members?  For  brick- 
and-mortar  stores,  it’s  fully  integrat¬ 
ing  the  Internet  into  their  existing 
retail  channels,  according  to 
Silverman.  For  Internet-only 
shops,  the  thorniest  issue  is 
order  fulfillment. 

-Megan  Santosus 
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We’ll  help  you  leave  your  competition  in  the  dark. 
No  one  ever  said  business  was  fair.  The  fact  that 
you  can  put  e-commerce  to  work  for  your  company 
faster,  more  smoothly,  more  efficiently  than  your 
competitors  can... well,  those  are  the  breaks.  And 
the  fact  that  AppliedTheory  can  get  you  up  and 
running  and  prospering  in  no  time... well,  that’s  the 
biggest  break  of  all.  Our  end-to-end  capabilities  are 
just  the  sort  of  innovative,  bulletproof  solutions 
you’d  expect  from  the  people  who  helped  build  the 
Internet  itself. 

End-to-end  Internet  Solutions. 

From  strategy  to  assessment  to  design  to 
development  and  implementation  to  ongoing 
operation  and  support  across  a  range  of  network 
services. 

Just  call  us.  1-800-658-8587 


e  powerment 


from  AppliedTheory 

Everything  your  company 
needs  to  e-volve. 


www.appliedtheory.com:  Access  Services  /  Hosting  Services  /  VPNs  and  Security  /  Application  Development 
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Uninformed  Consent 

Forrester  research  inc.,  the  popular 
analyst  of  e-business  trends,  ordinarily  advises 
businesses  how  to  exploit  the  Internet  econ¬ 
omy.  But  the  recommendation  of  the  recent  report 
on  privacy  policies  is  directed  not  at  business  but  at 
the  Federal  Trade  Commission.  The  report,  which 
found  that  nine  out  of  10  Web  sites  fail  to  conform 
to  the  privacy  policy  guidelines  issued  by  govern¬ 
ment  and  industry,  recommends  that  the  FTC  urge 
companies  get  with  it,  force  companies  to  open  pro¬ 
files  to  users  and  pressure  third-party  privacy  com¬ 
panies  to  respect  the  guidelines.  In  July,  the  FTC 
issued  a  report  that  claimed  that  corporate  self¬ 
regulation  of  privacy  policies  was  working. 

-Art  Jabnke 


E-nabled  Users  Coming 
to  a  Site  Near  You  If  you 

thought  last  year's  Web  shopper  was  demand¬ 
ing,  a  study  conducted  by  Net  Effect  Systems 
concludes  that  this  year  it's  gonna  get 
ugly.  The  study  shows  that  94  percent 
of  customers  visiting  your  site  are 
there  to  gather  information,  not  to 
buy.  Of  those  of  us  online,  1.3  bil¬ 
lion  will  visit  e-commerce  shopping 
sites — a  staggering  figure  that  is  up 
71  percent  from  the  760  million  that  came  last 
year.  So  clear  a  path  to  the  virtual  shopping 
cart  and  let  the  knowledgeable  shopper 
through.  You  may  not  get  a  second  chance. 

-Kathleen  5.  Carr 


Money  Walks 


WHERE  WILL  F00223XXX5V  GO  NEXT? 

That’s  part  of  the  serial  number  on  a 
$1  bill  I  exchanged  for  a  Diet  Coke  one 
Friday  afternoon  this  past  summer  in  Framing¬ 
ham,  Mass.  But  before  I  spent  that  dollar,  I 
registered  it  at  Where’s  George  (www.wberes 
george.com),  a  strangely  addictive  little  site 
that  literally  tracks  where  your  money  goes. 

Flere’s  how  it  works:  Users  set  up  accounts  at 
the  site,  then  simply  register  the  serial  number  on 
bills  they  want  to  track.  (Singles  are  the  most  common 
currency,  but  any  U.S.  denomination  will  do.) 

Users  see  only  partial  serial  numbers,  like  the  one  above, 
to  prevent  people  from  “cheating”  by  repeatedly  registering 
the  same  bills.  If  you  log  a  bill  that’s  already  registered, 
Where’s  George  automatically  generates  a  report  on  its  pre¬ 
vious  travels.  (One  bill,  for  instance,  traveled  from  a  Waffle 
House  in  Atlanta  to  a  Columbus,  Ind.,  convenience  store  to 
a  grade-school  cafeteria  in  Covington,  Ky.,  over  nine  days  in 
August  and  September.)  If  you’re  the  first  to  register  the  bill. 
Where’s  George  lets  you  know — in  your  Web  account  or,  if 
you  prefer,  by  e-mail — where  it  turns  up  after  it  leaves  your 
wallet. 

Database  architect  Hank  Eskin  of  Brookline,  Mass.,  cre¬ 
ated  the  bill-tracking  site  “for  fun  and  because  it  had  not 
been  done  yet.”  Participation  is  free;  Eskin  supports  the  site 


by  selling  ad  space  and  Where’s  George  rubber  stamps  that 
participants  can  use  to  mark  registered  bills.  (Eskin  says 
writing  on  currency  is  legal  as  long  as  it  doesn’t  render  the 
money  “unfit  for  circulation,”  the  federal  definition  of 
defacement.) 

As  of  mid-September,  more  than  38,000  Where’s  George 
users  had  registered  537,000  serial  numbers.  The  most- 
traveled  bill  to  date,  a  1995  dollar,  showed  up  six  times  in 
four  months  in  Kansas  and  Oklahoma. 

So  far,  F00223XXX5V  hasn’t  resurfaced  since  I  spent  it. 
If  you  see  it,  let  me  know.  -Anne  Stuart 
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Sharp  Electronics  Increased 


Delivery  Speed  by  33%  in  Just  60  Days. 


**  - 


(They  can  thank  us  later, 
when  they're  not  so  busy.) 


©  1999  Attachmate  Corporation.  All  Rights  Reserved.  Attachmate  is  a  registered  trademark  and  e-Vantage  and 
The  Advantage  of  Information  are  trademarks  of  Attachmate  Corporation.  9-0270 


Another  Attachmate® 
Web-to-Host  Success  Story. 

When  Sharp  Electronic  (Europe)  GmbH 
wanted  to  cut  administrative  costs 
and  streamline  customer  orders, 
they  turned  to  Attachmate.  Sharp 
knew  our  Business  Solutions  con¬ 
sulting  group  could  rapidly  develop 
and  deploy  an  e-business  application 
that  would  speed  up  delivery  and  cut 
costs.  Using  our  e-Vantage'  technol¬ 
ogy,  a  solution  was  created  that 
accesses  host  data  to  maximize  effi¬ 
ciency  and  profitability.  Find  out  why 
four  out  of  five  Fortune  500  compa¬ 
nies  and  over  10  million  users 
worldwide  rely  on  Attachmate. 
Please  call  us  at  1-800-933-6793 
(ext  41 97)  or  visit  us  on  the  web  at 
www.attachmate.com/ad/cio.asp 

for  a  free  copy 
Attachmate's 
Web-to-Host 
Success  Profiles 
booklet. 

w  Attachmate 

The  Advantage  of  Information*. 
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Small  Spenders 

IF  YOUR  COMPANY  HAS  YET  TO  MAKE 
a  big-bucks  commitment  to  e-business, 
you’re  not  alone.  Stamford,  Conn.- 
based  Meta  Group  Inc.  found  that 
65  percent  of  the  357  companies  polled 
spend  less  than  $1  million  a  year  on  e-busi¬ 
ness.  The  survey,  which  tapped  companies 
in  the  financial  services,  retail,  transporta¬ 
tion,  utilities  and  telecommunications  sec¬ 
tors,  found  that  e-business  investment  does 
not  correlate  with  company  size.  Rather, 
those  low  levels  of  spending  reflect  the  fact 
that  most  companies  don’t  have  a  serious, 
enterprisewide  e-business  effort,  says  Kirk 
Reiss,  senior  vice  president  of  Meta  Group 
Consulting.  “Right  now  there’s  just  been 
a  lot  of  stopgap  [initiatives],”  he  says.  The 


study  also  found  that  most  companies  view 
e-business  as  primarily  a  sales  channel — a 
huge  mistake,  he  says.  “If  you  look  at  it  as 
just  another  channel  to  take  orders,  you 
may  be  missing  a  whole  opportunity  to  cre¬ 
ate  [new]  business  models  and  to  compete 
in  a  totally  different  way,”  Reiss  says. 

Companies  that  really  get  e-business 
spend  at  least  $5  million  a  year  on  it,  have  a 
top  executive  overseeing  e-commerce  or 
e-business  and  strong  support  from  the 
CEO,  develop  customer  and  intra-enter¬ 
prise  systems,  and  view  e-business  as  a  new 
business  or  a  new  model  for  their  existing 
business.  What’s  hot  on  the  horizon  for 
e-business  development  over  the  next  three 
years?  Bringing  e-business  to  the  supply 
chain.  -Sari  Kalin 


B-to-Bs  Bring  in  the  Bucks 

Who's  really  making  money  on  the  Web?  Apparently,  the  oldest 
business-to-business  e-commerce  sites. 

Forty-two  percent  of  b-to-b  ventures  that  are  online  for  at  least 
three  years  report  profitability,  according  to  a  survey  by  ActivMedia 
Research  LLC.  Even  some  newcomers  are  doing  well.  Of  b-to-b  ven¬ 
tures  online  for  less  than  one  year,  27  percent  say  they're  making 
money  (see  "Strictly  Business"  below). 

And  what  money  they're  making,  especially  over  time.  While 
first-year  sites  averaged  a  modest  $94,000  in  e-commerce  rev¬ 
enues,  veterans  averaged  $30  million  in  business  after  three  years. 

In  time,  we  expect  that  e-commerce  between  businesses  will  far 
surpass  that  of  consumer-oriented  sites,"  says  Chris  Anne  Wheeler, 
vice  president  of  information  services  for  the  Peterborough,  N.H.- 
based  market  research  company. 

ActivMedia  surveyed  193  b-to-b  electronic  commerce  ventures  in 
the  United  States  and  Canada.  For  more  information  on  the  report, 
"Real  Numbers  Behind  the  Online  B-to-B  Industry,"  visit  www. 
activmedia.com.  -Anne  Stuart 


Strictly  Business 

Percent  of  B-to-B  sites 
that  are  profitable 

42 

34 


AFTER 

3  YEARS+  ALL  SITES 

SOURCE:  SURVEY  OF  193  SITES  BY  ACTIVMEDIA  RESEARCH  LLC  ( WWW.ACTIVMEDIA.COM ) 
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Consumer  online  shopping  Proi^ed 
for  November  and  December  1997: 


$6  billion 


Consumer  online  shopping  for 
November  and  December  1998: 


$3.1  billion 

Total  projected  consumer 
online  shopping  in  200o: 

$78  billion 


SOURCE:  JUPITER  COMMUNICATIONS,  NEW  YORK  CITY  ( WWW.JUP.COM ) 
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The  answers  are  yours,  FREE. 

Visit  www.rightnowtech.com/whitepaper 

and  download  this  FREE  guide 
to  e-service  on  the  Web. 


Over  350  of  the  world’s  leading  companies  have  chosen  e-service  solutions  from 
Right  Now  Technologies.  Learn  how  this  technology  has  helped  enhance  customer 
satisfaction  while  actually  lowering  the  cost  of  customer  support.  Great  customer  service 
on  the  web  is  now  easy,  effective  and  affordable.  See  for  yourself.  FREE.  Download  our 
white  paper  “The  Insider’s  Guide  to  Customer  Service  on  the  Web,”  or  call  1-888-858-1847. 


RIGHT  NOW  TECHNOLOGIES,  INC 

The  Right  E-Service  Solutions 


NETREPRENEURS 


REAL  RESULTS 


VIRTUAL  BUSINESS, 


Friend  of  Bills 

Claimsnet.com  takes  the  pain — 
and  half  the  cost — out  of  filing 
h ealth -insurance  forms 

BY  CONSTANTINE  VON  HOFFMAN 


X 

\ 


T  FIRST  GLANCE,  CLAIMSNET.COM  INC. 
seems  unlikely  to  generate  Web  commerce 
headlines:  Its  specialty  is  the  little-understood 
and  distinctly  unglamorous  field  of  moving 
claims  from  health-care  providers  to  insur¬ 
ers.  Between  October  1998  and  March  1999, 
it  sustained  an  operating  loss  of  more  than 
$3  million.  Beyond  that,  its  stock  price  has 
dropped  from  $8  a  share  at  its  initial  public  offering  in  April  1999 
to  between  $5  and  $6  a  share  four  months  later,  suggesting  that, 
at  least  initially,  investors  weren’t  entirely  convinced  about 
Claimsnet.com’s  prospects.  It  employs  just  60  people.  And  with 
2,400  customers,  it  remains  far  smaller  than  well-established 
competitors  such  as  McKessonHBOC  Inc.  and  Healtheon  Corp. 

Why,  then,  does  David  Talbot,  managing  director  with  the 
New  York  City-based  investment  group  Health/Zest  Advisors 
Inc.,  expect  Claimsnet.com  to  become  the  mouse  that  roared  in 
health-insurance  claims  processing?  Primarily  because  the  com¬ 
pany  can  process  claims  for  10  cents  each,  about  half  of  what 
industry  veterans  charge.  Talbot  attributes  Claimsnet.com’s  cost- 
effectiveness  to  its  groundbreaking  use  of  personal  computers 
and  the  Internet.  “[Claimsnet.com’s]  nearest  competitors  are  the 
electronic  claims-processing  companies  that  have  been  around 
for  20  years — EC2000,  a  division  of  McKessonHBOC,  and 
MedE  America  Corp.,  a  division  of  Health- 
eon — which  basically  are  mainframe- 
driven,”  Talbot  says.  “They  may  have 
an  Internet  facade,  but  I  believe  the 
break-even  for  most  of  those  operators  is  no 
less  than  20  cents  a  claim.  So  here  come  these  little  guys  from 
Dallas  priced  at  a  dime  a  claim.  I  think  they’re  going  to  make  a 
big  impact  on  the  industry.” 

Claimsnet.com  stands  to  make  an  impact  on  other  industries 
as  well.  Obviously,  claims  processing  affects  every  business  and 
individual  paying  for,  or  covered  by,  health  insurance.  In  1998 
alone,  there  were  4.4  billion  transactions  between  health-care 
providers  and  the  businesses  that  pay  the  bills.  Analysts  point 
out  that  rising  health-care  prices  are  a  key  component  in  spurring 


inflation,  so  any  drop  in  the  price  of 
those  transactions  will  have  a  ripple 
effect  on  the  entire  economy. 

Sound  grandiose?  Consider  the  indus¬ 
tries  involved — as  wide-ranging  as  doc¬ 
tors,  pharmaceutical  companies,  home- 
care  supply  firms  and  insurers 
themselves.  Together,  they  add  up  to 
about  $1  trillion  annually,  or  13  percent 
of  the  U.S.  gross  national  product.  And 
about  25  cents  of  every  health-care  dol¬ 
lar — or  $250  billion  a  year — goes 
toward  administrative  costs. 

A  significant  chunk  of  those  costs 
comes  from  the  way  providers  tradi¬ 
tionally  file  claims  with  insurance  com¬ 
panies.  First  the  provider — whether  it’s 
a  two-doctor  practice,  a  giant  HMO,  a 
hospital  or  a  laboratory — must  fill  out 
and  mail  the  forms  for  each  insurance 
company  used  by  each  patient.  (Multi¬ 
ply  the  number  of  claims  by  the  number 
of  patients  and  visits,  and  it’s  easy  to  see 
how  the  industry  racks  up  those  4.4  bil¬ 
lion  transactions.)  Then  the  insurer’s 
claims-processing  representatives  deter¬ 
mine  whether  providers  have  sent  the 
correct  information  and  whether  the 
patient  is  in  fact  eligible  for  treatment. 
If  not,  the  form  goes  back  to  the  pro¬ 
vider,  starting  the  whole  cycle  over 
again.  The  practitioner  also  needs  to  ride 
herd  on  the  submissions,  making  sure 
they’ve  been  received  and  processed. 
Typically,  physicians  wait  anywhere 
from  several  weeks  to  a  few  months  for 
payment. 

That  was  the  scenario  facing  Bo 
W.  Lycke,  now  Claimsnet.com’s  presi¬ 
dent  and  CEO,  when  he  founded 
Claimsnet.com’s  forerunner,  American 
Medical  Financial,  in  1991.  That  com¬ 
pany,  also  based  in  Dallas,  managed 
employers’  health-care  insurance  re¬ 
imbursements  and  created  the  propri¬ 
etary  claims-processing  software  that 
in  turn  created  the  foundation  for 
Claimsnet.com. 

“We  were  filing  claims  electronically, 
and  we  even  started  selling  software  that 
we  would  install  at  doctors’  offices  so 
that  they  could  file  claims  electroni¬ 
cally,”  says  Terry  Lee,  Claimsnet.com’s 
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IBM  Business  Intelligence  software  can  help  you  turn  an  avalanche  of  I - -  =  "  = 

data  into  business  insights  in  time  to  affect  day-to-day  results.  Fact:  Only  I  — ■ 

10%  of  corporate  data  is  ever  analyzed.  For  60  ways  to  put  the  “other  90%”  to  work,  get  our 


1  free  CD  at  www.ibm.com/software/bi/cd 
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IBM.  the  e-business  logo  and  Software  is  the  soul  of  e-business,  are  trademarks  of  International  Business  Machines  Corporation.  ©1999  IBM  Corp.  All  rights  reserved. 


NETREPRENEURS 


David  Talbot,  manag¬ 
ing  director  of  Health/ 
Zest  Advisors,  expects 
Claimsnet.com  to 
become  the  mouse 
that  roared  in  health- 
insurance  claims 
processing. 


executive  vice  president.  But  ultimately, 
that  method  proved  cumbersome,  Lee 
says.  “You  have  to  install  very  task- 
specific  software  at  someone’s  location 
and  then  write  specific  communications 
scripts  and  everything  else,  then  train 
individuals  and  all  those  types  of 
things — it  just  makes  it  very  expensive 
for  the  doctors  to  operate.” 

So  about  four  years  ago,  American 
Medical  Financial  began  developing 
an  Internet-based  solution.  Founders 
wanted  it  to  be  Windows-based  so  that 
it  could  run  on  any  PC  without  special 
software  or  hardware,  simplifying  instal¬ 
lation  and  training  while  saving  money 
and  time.  (In  1997,  Claimsnet  .com 
replaced  American  Medical  Financial, 
which  no  longer  exists.)  Now  health¬ 
care  providers  simply  enter  each 
patient’s  information  on  a  PC,  then  send 
the  claim  to  Claimsnet.com  over  the 
Web.  They  can  check  the  status  of  their 
claims  on  a  private  Web  site.  When  they 
find  insurers  have  rejected  claims 
because  of  errors  or  missing  informa¬ 
tion,  providers  can  make  the  necessary 
corrections  or  additions,  then  resubmit 
the  claim  on  the  spot. 

Traditionally,  insurers  charge  doctors 
35  to  50  cents  for  each  claim  processed, 
Lee  says.  So  a  doctor  filing  an  average 
of  400  claims  per  month  can  expect  to 
pay  $140  to  $200  for  processing.  In  con¬ 
trast,  Claimsnet.com  charges  providers 
$25  per  month  to  handle  all  commercial 
insurance-carriers’  claims,  plus  about  25 
cents  per  claim  to  file  for  Medicare  or 
Medicaid  reimbursement.  As  a  result, 
the  average  physician  spends  about  $30 


About  25  cents  of  every 
health-care  dollar — or 
$250  billion  a  year — goes 
toward  administrative  costs. 


to  $35  a  month,  Lee  says  (obviously, 
numbers  would  be  higher  for  health-care 
providers  who  work  with  more  elderly 
or  low-income  patients). 

Claimsnet.com  also  offers  other  prod¬ 
ucts  for  reducing  health-care  paperwork 
costs.  Statements.now  generates  patient 
statements  for  49  cents  each,  a  signifi¬ 
cant  savings  over  the  typical  cost  of 
between  75  cents  and  $1  each.  Eligibility 


&  Referrals. now  lets  health-care  pro¬ 
viders  find  out  electronically  whether 
insurers  cover  patients  for  particular 
treatments.  And  Reports. now  generates 
reports  on  claims  data. 

Client  Dr.  George  Beauchamp  says 
Claimsnet.com  has  pretty  much  got  it 
right.  Beauchamp,  who  is 
a  member  of  the  Pediatric 
Ophthalmology  Group  in 
Dallas,  turned  to  Claims¬ 
net. com  after  what  he 
describes  as  a  disastrous 
experience  with  another 
claims-processing  service: 
“The  software  was  com¬ 
plex,  the  communication  mode  was 
complex — it  wasn’t  Internet-based  and 
[it  was]  proprietary,”  Beauchamp  says 
of  the  other  service.  “And  the  service 
frankly  just  wasn’t  there.” 

Before  signing  up  with  Claimsnet.com 
in  late  1 997,  Beauchamp’s  practice  faced 
at  least  a  six-week  wait  for  payments 
from  insurance  companies  and  had  seri¬ 
ous  problems  keeping  track  of  its  entire 


billing  process.  Beauchamp  credits 
Claimsnet.com  with  improving  work 
flow,  cutting  the  accounts  receivable  time 
to  about  a  month. 

Talbot,  Health/Zest  Advisors’  man¬ 
aging  director,  offers  a  simple  prescrip¬ 
tion  for  Claimsnet.com’s  ultimate  suc¬ 
cess:  more  doctors  and  just  a  little  more 
time.  “All  they  need  is  8,000  physicians 
to  be  using  their  system  for  them  to 
reach  break-even.”  By  August,  Claims- 
net.com  had  formed  strategic  marketing 
relationships  with  companies  represent¬ 
ing  more  than  300,000  physicians. 

That  show  of  interest  prompts  Talbot 
to  predict  that  Claimsnet.com  will  in  fact 
generate  headlines  before  long.  And 
when  that  happens,  he  says,  Claims- 
net.com  “will  be  gaining  the  recognition 
from  the  investment  community  that 
it  deserves.”  QEI 


Constantine  von  Hoffman,  a  Boston- 
based  freelance  writer  who  writes  regu¬ 
larly  on  business  and  technology  issues, 
can  be  reached  at  cvh@areporter.com. 
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It  takes  powerful 

software 

i  to  make  sure  IT 

integration 

takes  less  time  than  the  _ 

merger  itself,  saw® 

That's  the  software 

IBM  makes. 


New  business  integration  software*  from  IBM  is  designed  to  work 
across  every  system  in  commercial  use.  So  you  can  reshape  IT 
assets  to  changing  business  realities  with  ease.  Get  a  free  demo  CD  and  Info  Pack  at 

www.ibm.com/software/big/integrate 


•MQSeries*  IBM.  MQSeries.  the  e-business  logo  and  Software  is  the  soul  of  e-business,  are  trademarks  of  International  Business  Machines  Corporation.  ©1999  IBM  Corp.  All  rights  reserved 


THE  MAIN  ATTRACTION 


Very  Truly  Yours 

Personalization  tools  let  your  Web  site  be  all 
things  to  all  people — one  person  at  a  time 


better  spent  perusing  products  or  services 
they  truly  care  about.  Building  a  unique 
boutique  site  not  only  helps  convert 
browsers  into  buyers  but  increases  aver¬ 
age  order  size  and  turns  occasional  pur¬ 
chasers  into  regular  customers,  accord¬ 
ing  to  Steve  Larsen  of  Minneapolis-based 
Net  Perceptions  Inc.,  a  software  com¬ 
pany  focused  on  personalization. 

“Jupiter  Communications  has  done 
research  that  says  the  sites  that  are  using 
personalization  had  a  39  percent  increase 
in  their  bottom  line,”  says  Larsen,  vice 
president  of  marketing  and  business 
development  at  Net  Perceptions.  “There’s 
no  reason  to  invest  in  [personalization] 

unless  you  have 
a  considerable 
amount  of  confi¬ 
dence  that  it  will 
have  a  positive  im¬ 
pact  on  ROI.” 
Merchants  developing 
unique  boutiques  on  the 
Web  agree  with  Larsen. 
“We  know  [person¬ 
alization]  is  im¬ 
portant, ’’says 
Bill  Lederer, 
founder,  presi¬ 
dent  and  chief 
executive  officer  of 
Art.com  Inc.,  a  Lake  For¬ 
est,  Ill.-based  e-commerce  site  that  sells 
prints  and  custom  frames.  “It’s  very 
high  return-on-investment  for  us,  and 
we  give  it  the  highest  priority.” 

“In  the  beginning,  we  were  trying  to 
be  like  Amazon.com — it  was  all  about 
selection,”  Lederer  adds.  “Now  we’re 
talking  about  intelligent  selection.  It’s 
not  about  replicating  a  big-box  store 
online.” 

Other  merchants  are  singing  the 
same  tune.  Cleveland-based  Key¬ 
Corp,  a  financial  services  com¬ 
pany  with  more  than  $80  bil¬ 
lion  in  assets,  wants  to  create  a 
bank  that  treats  each  customer 
like  its  only  customer.  As  your  chil¬ 
dren  near  college  age,  KeyCorp  will  sug¬ 
gest  various  ways  to  save  for  tuition 


Have  you  ever  gone  clothes  shopping  in  a  small, 
neighborhood  boutique  run  by  a  discerning  proprietor? 
Imagine  such  a  shop  where  every  pair  of  slacks,  every  blazer, 
every  tie  has  been  hand-picked  to  fit  your  tastes,  and  anything 
you’re  interested  in  purchasing  is  in  stock  in  your  size.  Not 
only  that,  but  the  proprietor  knows 
just  the  right  belt  to  match  those 
slacks  you’ve  chosen  (and  remembers 
the  shoes  that  you  bought  on  your 
last  visit). 

Although  it  sounds  too 
good  to  be  true,  that’s  the 
model  for  the  next  gen¬ 
eration  of  personal¬ 
ization  technology 
on  the  Web.  Rather 
than  trying  to 
build  an  online 
version  of  a  “big- box” 
store  like  Wal-Mart, 

Best  Buy  or  Office 
Max,  savvy  e-busi- 
nesses  are  using  per¬ 
sonalization  tech¬ 
nologies  to  assemble 
unique  boutiques. 

Whether  they’re  sell¬ 
ing  to  businesses  or 
consumers,  they’re  cre¬ 
ating  perfectly  tailored 
Web  experiences  that 
provide  only  the  infor¬ 
mation  and  products  you 
want,  none  you  don’t. 

Why  bother  building  a 
generic  site  that’s  all  things 
to  all  customers?  It  forces 
users  to  wade  through 
options  and  content  areas  that  are  irrelevant  to  them.  Such  a  model  is 
frustrating,  and  it  wastes  customers’  valuable  time — time  that  could  be 
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costs,  or  it  can  recommend  a  home 
equity  loan  as  you  plan  to  remodel  your 
house.  “We’re  getting  away  from  the 
notion  of  us  as  a  big,  anonymous  bank 
that  just  sees  [customers]  as  an  account 
number,”  says  Patrick  J.  Swanick,  pres¬ 
ident  and  CEO  of  Key  Electronic  Ser¬ 
vices,  the  e-commerce  subsidiary  of 
KeyCorp. 

American  Airlines  Inc.  has  personal¬ 
ized  its  Web  site  so  that  its  business  fliers 
view  it  as  a  business  airline  and  its  leisure 
fliers  are  convinced  it’s  a  vacation  car¬ 
rier.  For  example,  “a  corporate  frequent 
flier  in  Chicago  is  going  to  care  a  heck  of 
a  lot  when  we  have  a  schedule  change  or 
an  aircraft  change  out  of  Chicago 
because  they  know  exactly  where  they 
like  to  sit  on  that  plane  and  when  they 
need  to  wake  up  to  get  to  the  airport,” 
says  John  Samuel,  vice  president  of  inter¬ 
active  marketing  at  Fort  Worth,  Texas- 
based  American.  “But  my  mother-in-law, 
who’s  retired,  cares  about  great  leisure 
destinations  and  keeping  track  of  her 
miles,”  he  adds. 

Are  you  ready  to  build  your  own 
unique  boutique?  Here’s  what  it  takes  to 
get  started. 

Build  or  Buy? 

The  vast  majority  of  Web  merchants  opt 
to  buy  personalization  tools  from  ven¬ 
dors  such  as  Art  Technology  Group, 
BroadVision  Inc.,  DataSage  Inc.,  Fire- 
Pond  Inc.  or  Net  Perceptions.  However, 
very  little  of  this  technology  can  be 
effortlessly  plugged  into  a  Web  site;  inte¬ 
gration  work  is  usually  required. 

One  new  player  on  the  personaliza¬ 
tion  scene,  TriVida  Corp.  of  Culver  City, 
Calif.,  made  its  debut  this  year  with 
Network  Personalization,  which  it  says 
will  be  easy  to  implement.  The  software 
will  reside  on  a  server  run  by  TriVida, 
and  a  customer  merely  needs  to  insert 
special  HTML  and  JavaScript  tags  into 
its  pages  to  do  things  like  recommend 
related  items  (gloves,  for  example)  when 
a  customer  buys  a  particular  item  (like  a 
scarf).  Whereas  most  sellers  of  person¬ 
alization  software  charge  hefty  licensing 
fees  (some  in  the  hundreds  of  thousands 
of  dollars),  TriVida  will  offer  personal¬ 
ization  as  a  service  that  customers  can 
subscribe  to  on  a  monthly  basis. 

A  few  merchants  develop  their  own 
personalization  technologies  primarily 
to  avoid  the  hassles  of  integrating  sev¬ 


eral  different  applications  and  partly  to 
build  a  system  that  better  suits  their  busi¬ 
nesses.  “We  looked  at  all  the  vendors,” 
says  James  Chong,  chief  technology  off¬ 


icer  of  PlanetRx  Inc.,  an  online  phar¬ 
macy  based  in  San  Francisco.  “They  all 
do  one  thing  very  well  but  not  every¬ 
thing,  and  the  effort  to  integrate  them  is 
quite  immense.” 

So  Chong  has  devoted  a  team  of  de¬ 
velopers  to  building  an  application  he 
calls  “Dynamic  Store,”  which  will  cre¬ 
ate  a  pharmacy  filled  only  with  items 

"We're  getting  away 
from  the  notion  of 
us  as  a  big, 
anonymous  bank 
that  just  sees 
customers 
as  an  account 
number." 

-Patrick  J.  Swanick,  CEO  and 
president.  Key  Electronic  Services 

that  an  individual  customer  is  likely  to 
purchase.  An  allergy  sufferer’s  store,  for 
example,  might  be  stocked  with  tissues, 
eye  drops  and  antihistamines. 

Gather  Customer  Info  Slowly 

There  are  two  methods  of  collecting  the 
information  necessary  to  build  a  bou¬ 
tique  site:  implicit  and  explicit.  Implicit 
information  is  gathered  by  observing 
what  a  user  sees,  does  and  purchases  on 
your  site.  Explicit  information  is  what 
customers  tell  you  about  themselves 
directly,  like  filling  in  their  ZIP  codes, 
ages  and  gender  on  a  Web  form. 


Many  Web  sites,  in  attempting  to 
amass  a  rich  trove  of  explicit  informa¬ 
tion,  present  customers  with  lengthy  reg¬ 
istration  forms.  That’s  as  much  of  a 


turnoff  as  being  presented  with  a  clip¬ 
board  and  questionnaire  about  your  der¬ 
matological  history  before  being  allowed 
to  buy  your  next  bottle  of  skin  lotion  at 
the  drugstore.  Smart  sites,  like  home 
depot.com  and  babycenter.com,  do  what 
I  call  “progressive  profiling”  where  they 
ask  for  explicit  info  a  bit  at  a  time. 

“The  first  time  you  visit,  we  want  to 
know  how  old  your  baby  is,”  says  Dun¬ 
can  Drechsel,  director  of  marketing  at 
San  Francisco’s  BabyCenter  Inc.  “The 
next  time  you  come  back,  we’re  going  to 
try  to  get  more,  like  your  name,  the  types 
of  products  you’re  looking  for.  It’s  about 
developing  a  rapport.” 

Build  on  Existing  Data 

If  you’re  not  a  pure  Internet  startup  like 
BabyCenter,  it’s  very  likely  your  business 
already  has  a  reservoir  of  information 
about  customers  based  on  their  interac¬ 
tions  with  your  retail  outlets,  call  cen¬ 
ters,  distributors  or  sales  reps.  That 
information  needs  to  be  combined  with 
the  explicit  and  implicit  information 
gleaned  on  the  Web;  after  all,  if  you 
already  have  a  customer’s  10-year  pur¬ 
chase  history  in  your  database,  why  start 
from  scratch  when  that  same  customer 
logs  onto  your  Web  site? 

“You  need  to  create  a  three-dimen¬ 
sional  view  of  the  customer,”  says  Paul 
Cataldo,  vice  president  of  marketing  at 
Data  Sage  in  Reading,  Mass.  “You’re 
capturing  information  about  him  from 
all  these  channels — the  phone,  the  Web, 
your  brick-and-mortar  stores,  and  you 
need  to  build  a  knowledge  base  of  all  of 
those  interactions  with  the  customer 
across  all  channels.” 

At  American  Airlines,  Samuel  has 


It's  very  likely  your  business 
already  has  a  reservoir  of 
information  about  customers 
based  on  their  interactions  with 
your  retail  outlets,  call  centers, 
distributors  or  sale  reps. 
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implemented  a  pricey  personalization 
system  from  BroadVision  (the  compa¬ 
ny’s  average  sale  is  in  the  $300,000  to 
$400,000  range)  for  one  reason:  to 
reduce  the  carrier’s  cost  structure.  The 
more  customers  who  manage  their  fre¬ 
quent  flier  accounts — 
and  buy  tickets — from 
the  Web  site  rather  than 
from  an  agent,  the  more 
money  American  saves. 

So  Samuel  is  creating 
individual  travel  agen¬ 
cies  for  his  customers, 
informing  them,  for  ex¬ 
ample,  that  if  they  take 
one  more  domestic  flight 
this  year,  they’ll  achieve  platinum  fre¬ 
quent  flier  status  next  year. 

His  personalization  strategy  is 
tightly  tied  to  his  business  goals,  and  this 
year,  he  expects  to  sell  $500  million 
worth  of  tickets  from  the  site.  He  and  his 
counterparts  at  other  Web  merchants  all 
subscribe  to  the  theory  of  continuous 
improvement:  Whatever  they  can  do  to 


make  their  boutiques  even  more  unique, 
they  will. 

FirePond,  for  example,  is  pioneering 
what  the  Waltham,  Mass. -based  com¬ 
pany  has  dubbed  “conversational  per¬ 
sonalization,”  walking  customers 


through  a  decision-making  process  by 
asking  questions.  TriVida  will  enable 
personalization  across  a  network  of 
sites,  referring  a  customer  who  buys  a 
bicycle  at  one  site,  for  example,  to 
another  site  to  purchase  a  bike  carrier 
for  his  car.  BroadVision’s  newest  prod¬ 
uct  enables  dynamic  navigation,  say,  a 
menu  of  pages,  tailored  to  where  an  indi¬ 


vidual  user  is  likely  to  want  to  go. 

Proprietors  of  unique  Web  boutiques, 
like  Samuel  at  American  and  Lederer  at 
Art.com,  are  convinced  that  exploring 
the  possibilities  of  personalization — 
with  an  eye  on  reducing  costs,  increas¬ 
ing  average  purchases 
and  cultivating  loy¬ 
alty — will  pay  off. 
Lederer  even  boasts  of 
having  “higher  gross 
margins  than  any  other 
Internet  merchant 
you’ve  ever  heard  of.” 

“I’m  proud  of  the 
progress  we’ve  made,” 
says  Samuel,  “but  in 
many  ways  we’re  just  scratching  the  sur¬ 
face  of  some  of  the  creative  and  inter¬ 
esting  things  you  can  do.”  Not  to  men¬ 
tion  profitable.  HE1 

Boston-based  writer  Scott  Kirsner  also 
contributes  to  Fast  Company,  Wired  and 
Boston  Magazine.  He  can  be  reached  at 
kirsner@worldnet.att.net. 


Web  merchants  should  subscribe 
to  the  theory  of  continuous 
improvement:  Whatever  they  can 
do  to  make  their  boutiques  even 
more  unique,  they  will. 


ETHICAL  DILEMMAS  AND  LEGAL  LANDMINES 

GRAY  MATTERS 

Emergency  Care 

As  medical  information  goes  online, 
CIOs  gain  yet  another  responsibility: 
keeping  private  records  private 

BY  JAMES  HUDAK 


FTER  MUCH  DEBATE  ABOUT  POTENTIAL  RISKS  AND 
benefits,  the  inevitable  is  happening:  Medical  information 
is  going  online.  The  first  step  has  been  online  enrollment  in 
health  plans.  But  enrollment  is  just  the  tip  of  the  iceberg: 
Some  health  plans  and  providers  offer  telephone  and  online 
help  lines,  through  which  patients  can  ask  questions  about  their  medi¬ 
cal  conditions.  Drugstores  are  all  over  the  Web  too,  and  very  soon 

employees  will  be  able  to  file 
their  medical  claims  online. 
None  of  this  is  surprising. 

While  the  health-care 
industry  has  rarely 
taken  the  lead  in  IT 
investment,  health¬ 
care  providers,  insur¬ 
ance  companies  and 
managed-care  organiz¬ 
ations  have  been  storing 
medical  records  in  elec¬ 
tronic  format  for  some 
time,  and  it  is  a  short  step 
from  a  database  to  an  intra¬ 
net  or  the  Internet.  But  as 
personal  medical  informa¬ 
tion  starts  to  fly  around  the 
world  on  electronic  net¬ 
works,  legal  and  ethical 
issues  are  flying  into  the 
corporate  suite. 

The  advantages  of  on¬ 
line  medical  information 
are  clear:  It  can  improve 
the  quality  and  reduce  the 
cost  of  health  care.  A 
Boston  resident  might 
become  so  ill  while  visiting 
Houston  that  he  could  not 
give  his  medical  history  to 
the  attending  physician.  If 
his  records  were  available 


electronically,  the  physician  could  make 
informed  decisions.  Similarly,  24/7 
access  to  records  would  alleviate  the 
need  to  complete  forms  each  time  a 
patient  visits  a  new  doctor,  lab,  dentist 
or  clinic,  saving  health  plans,  and  ulti¬ 
mately  all  companies,  money  and  time. 
Health  plans  are  already  feeling  the 
impact.  Aetna  U.S.  Healthcare,  for 
example,  claims  a  40  percent  boost  in 
efficiency  since  its  implementation  of 
online  enrollment. 

But  the  prospect  of  electronic  medi¬ 
cal  records  (EMRs)  also  raises  serious 
concerns  about  the  increased  risk  of 
loss  of  privacy.  Society  has  rightfully 
attributed  special  sensitivity  to  protect¬ 
ing  an  individual’s  health  information. 
An  individual  treated  by  a  psychiatrist, 
a  woman  who  has  had  an  abortion  or  a 
man  completing  genetic  testing,  for 
example,  might  want  to  limit  access  to 
that  information.  In  these  and  other 
cases,  there  can  be  great  anxiety  that  the 
transfer  of  medical  records  among  pro¬ 
fessionals  will  allow  strangers  access  to 
sensitive  personal  data. 

In  fact,  maintaining  security  can  be 
an  issue  with  any  medical  information. 
Confidentiality  can  be  broken  in  hospi¬ 
tal  elevator  conversations,  and  paper 
records  in  a  physician’s  office  or  a  hos¬ 
pital  can  be  misplaced,  damaged,  mis¬ 
used  or  even  stolen. 

We  hear  of  public  figures  whose  psy¬ 
chiatric  records  circulate  during  election 
campaigns,  of  a  senior  citizen  whose 
medical  history  became  public  at  an 
open  court  hearing  and  of  an  AIDS 
patient  whose  hospitalization  records 
were  passed  to  his  coworkers  by  a  hos¬ 
pital  receptionist.  While  companies  are 
legally  barred  from  using  employee 
health  information  to  make  personnel 
decisions,  recent  court  cases  show  that 
the  reality  is  somewhat  different. 

With  online  information,  the  danger 
seems  intensified.  Anyone  might  gain 
access  to  records  and  use  the  information 
inappropriately.  Unfortunately,  some 
health-care  organizations  tend  to  have  a 
dangerously  relaxed  attitude  about  elec- 
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GRAY  MATTERS 


tronic  security.  Instead  they  are  dealing 
with  the  more  immediate  concern  of  gain¬ 
ing  quick  and  easy  access  to  data  that  will 
help  diagnose  illness,  manage  disease  and 
support  medical  research. 

Clearly,  everyone  must  take  pains  to 
secure  all  medical  information  regard¬ 
less  of  the  cost.  Employees  must  be  con¬ 
fident  that  their  information  is  used 
only  as  needed  and  by  the  appropriate 
people.  But  what  exactly  should  one 

A  proposal  for  a 
identifier  number — 
Social  Security 
generated  a  good 


programs,  access  control  systems,  and 
health  information  management  and 
disaster  recovery  policies.  In  addition, 
they  have  to  create  ways  to  avoid  sabo- 
tage,  theft  and  unauthorized  linkages. 

Planning  efforts  also  require  an 
understanding  of  the  varying  attitudes 
about  privacy.  Some  religious  groups, 
for  example,  do  not  want  any  clinical 
information  made  available,  and  their 
rights  should  be  respected.  In  a  study 

unique  patient 
the  equivalent  of  a 
number— has 
deal  of  protest. 


do?  For  many  CIOs,  the  situation  is  a 
potential  minefield.  The  rules  are  still 
uncertain,  there  is  little  time  and  emo¬ 
tions  run  high. 

The  Health  Insurance  Portability  and 
Accountability  Act  of  1996  (HIPAA) 
calls  for  new  security  and  electronic  sig¬ 
nature  standards  to  improve  the  effi¬ 
ciency  of  data  transfer  between  health¬ 
care  organizations  and  ultimately  to 
produce  data  that  would  be  more  useful 
for  government  oversight  and  assess¬ 
ment  of  health  outcomes.  HIPAA’s 
Administrative  Simplification  subtitle 
requires  protecting  the  confidentiality  of 
medical  data  and  has  recently  emerged 
as  a  major  challenge  for  designers  of 
medical  information  systems. 

Critics  have  focused  on  the  issues  of 
confidentiality.  A  provocative  proposal 
for  a  unique  patient  identifier  number — 
the  equivalent  of  a  Social  Security  num¬ 
ber — has  generated  additional  protest. 
Nevertheless,  the  data  standard  regula¬ 
tions  are  already  authorized  and  have 
been  issued  as  Notices  of  Proposed 
Rulemaking  by  the  Department  of 
Health  and  Human  Services. 

Health-care  organizations  will  have 
to  develop  policies  and  procedures  to 
implement  these  data  standards.  This  is 
more  than  a  technical  issue,  more  than 
needing  the  right  software  or  hardware. 

It  is  instead  a  process. 

CIOs  will  need  input  from  a  multi¬ 
disciplinary  group  that  understands  the 
organization’s  risks  and  security  needs. 
Together,  they  must  outline  basic  proto¬ 
cols  for  screening  processes,  awareness 


conducted  at  the  University  of  Missouri 
School  of  Medicine,  patients  indicated  a 
great  deal  of  interest  in  privacy  issues 
and  information  protection. 

As  the  CIO,  you  are  at  particular  risk. 
If  employees  complain  about  a  breach 
of  confidentiality,  the  CIO  will  receive  a 
large  share  of  the  blame.  If  the  organi¬ 
zation  loses  money  from  fraud  or  civil 
liability,  the  finger  will  be  pointed  at  the 
CIO  for  not  enforcing  the  rules.  If  a 
hacker  gains  access,  it  is  the  CIO’s  repu¬ 
tation  that  will  falter. 


■  Identify  the  most  sensitive  data  in 
terms  of  its  value  to  the  organization  and 
employee  privacy,  and  consider  seg¬ 
menting  the  information  and  applying 
security  measures  appropriately. 

■  Ensure  that  you  have  an  infrastruc¬ 
ture  in  place  to  protect  security,  techni¬ 
cal  skills,  organizational  environment 
and  structure,  and  appropriate  lines  of 
authority. 

■  Communicate  your  plan  through¬ 
out  the  organization  to  avoid  misunder¬ 
standings. 

■  Make  employees  comfortable  with 
the  importance  of  efficient  transfer  and 
appropriate  disclosure  of  health-care 
data  and  the  potential  for  abuse. 

■  Articulate  your  perspective  on  pri¬ 
vacy  and  confidentiality  issues  in  rela¬ 
tion  to  the  significant  benefits  of  elec¬ 
tronic  medical  records. 

With  input  from  your  key  sources, 
you  should  be  preparing  your  com¬ 
pany  to  meet  the  mandated  new  stan¬ 
dards  for  accountability,  responsibility 
and  integrity  of  information.  You 
should  find  models  for  establishing 
security  policies  that  successfully 
integrate  the  seemingly  contradictory 
goals  for  data  integrity,  data  access 
and  confidentiality. 

The  CIO  must  be  a  key  player  in  the 


While  EMRs  may  never  be  perfectly 
protected,  like  all  security  systems,  they 
must  balance  privacy  with  access  and  be  in 
sync  with  an  organization's  culture. 


You  should  take  the  lead  in  setting 
standards  for  your  organization.  As  an 
information  protector,  you  should 

■  Establish  a  task  force  that  sets  the 
EMR  policy  and  monitors  its  impact. 

■  Develop  a  risk  analysis  that  deter¬ 
mines  the  adequacy  of  firewalls,  secur¬ 
ity  administration,  auditing  tools  and 
monitoring  tools. 

■  Assess  the  organization’s  awareness 
of  security  issues  at  all  levels  and  the 
effectiveness  of  abuse  monitoring  and 
reporting  systems. 

■  Prioritize  what  needs  to  be  pro¬ 
tected.  Do  not  look  at  all  information 
monolithically. 


development  of  policies  and  procedures 
that  address  these  issues.  While  EMRs 
may  never  be  perfectly  protected,  like  all 
security  systems,  they  must  balance  pri¬ 
vacy  with  access  and  be  in  sync  with  an 
organization’s  culture. 

No  one  can  guarantee  absolute  pri¬ 
vacy  of  online  medical  records,  but 
everyone  can  surround  them  with  secu¬ 
rity  measures  that  ensure  appropriate 
use.  For  the  CIO,  it  is  a  necessity,  not  an 
option.  HH 


James  Hudak  is  the  global  managing 
partner  in  health  services  at  Andersen 
Consulting.  He  can  be  reached  via  e-mail 
at  james.b.hudak@ac.com. 
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With  Information  Technology  an 
increasingly  vital  part  of  your  company’s 
operations,  making  the  best  use  of  your 
human  resources  is  essential. 


Whether  it’s  your  own  IT  staff  or 
contract  consultants,  you’re  paying 
top  dollar.  For  that  kind  of  money,  you 
simply  can’t  afford  to  waste  their  time 
and  talent  on  routine  operational  tasks, 
such  as  24  x  7  production  support, 
application  maintenance,  conversion 
implementation,  program  coding,  and 
so  on. 


Are  you  wasting  your  highly  paid 
talent  on  routine  assignments? 

They  need  to  focus  on  your  more 
challenging  and  important  strategic 
initiatives.  Great!  But,  who  do  you  get 
for  the  routine  stuff? 


See  us  at  the  DCI  IT 
Outsourcing  Conference 
Nov.  9-10  in  Orlando,  FL 


AMERICA 

The  Offshore  Outsourcing  Experts 

6201  Fairview  Road,  Suite  200  •  Charlotte,  NC  28210 
www.sviamerica.com  •  info@sviamerica.com 

1-888-244-2591 


Already  over  30%  of  Fortune  500  CIO’s 
are  meeting  this  challenge  through 
offshore  outsourcing.  And  many  are 
turning  to  SVI  America.  Here’s  why: 

Drawing  on  the  resources  and  talent 
of  one  of  the  most  experienced 
offshore  development  centers  in  the 
world,  your  local,  on-site  SVI  team 
can  tackle  your  ongoing  operational 
needs. 

Legacy  Systems,  E-commerce,  Oracle 
Financials,  and  SAP  are  just  a  few  of 
SVTs  specialties.  At  SVI  America,  we 
speak  your  language  at  every  level 
of  engagement!  Just  ask  any  of  our 
Fortune  500  clients.  They’ll  tell  you 
how  well  we  work  and  how  much 
they’re  saving. 

With  SVI  America  as  your  outsourcing 
partner,  you  can  hand  off  those  routine 
assignments  and  free  up  your  resources 
for  more  strategic  projects. 

Talk  to  us.  We  have  the  capabilities, 
talent,  and  resources  to  do  a  lot  more 
for  a  lot  less. 


System  Maintenance  ♦  System  Conversion  ♦  Application  Development  ♦  System  Integration  ♦  Professional  Services  ♦  Data  Management  ♦ 


Niagara  Mohawk 
Powers  Up 

www.niagaramohowk.com 


COMPANY 

Niagara  Mohawk  Power  Corp., 
Syracuse,  N.Y. 

DESIGNER 

Logical  Design  Solutions, 

New  York  City 

REASON  FOR  REDESIGN 

To  make  the  site  more 
customer  focused. 

WHAT'S  NEW 

Improved  organization  and 
navigation;  account  access 
available  from  home  page. 


Niagara  mohawk  power  corp.’s  customers  range  from 
homeowners  to  utility  resellers,  and  its  Web  site  has  increasingly 
let  its  residential  customers  serve  themselves.  Since  1995  they  have 
been  able  to  access  account  information;  since  1998  they’ve  been 
able  to  sign  up  for  utility  service,  check  prices,  even  enter  meter 
reads.  But  the  site  was  not  specifically  designed  from  a  customer’s  point  of  view. 
Links  to  the  popular  account-access  feature  were  scattered  throughout  the 
site— everywhere  but  the  home  page.  “People  who  don’t  understand  usability 
principles  tend  to  think,  ‘I’ll  put  it  in  every  place,’  instead  of  putting  it  in  the 
right  place,”  says  Mimi  Brooks,  president  and  founder  of  Logical  Design 

Solutions  (LDS),  the  Web  development  company  that  oversaw  the  site’s  redesign 
earlier  this  year. 

In  the  wake  of  utility  industry  deregulation,  Niagara  Mohawk  wanted  the 
site  to  be  more  user-centric,  says  Pam  Ingersoll,  the  utility’s  digital  marketing 
manager.  LDS  ran  Niagara  Mohawk  customers  through  usability  tests  to  sort 
information  into  categories  that  made  sense  to  them.  That  helped  LDS  put  infor¬ 
mation  in  places  where  customers  would  expect  it.  The  redesigned  site  also  fea¬ 
tures  a  rules-based  navigation  scheme  that  can  be  extended  to  many  levels. 
Business  customers  can  now  also  access  their  accounts  via  the  Web  site. 
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about  niagara  mohawk 
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THE  OLD  SITE  was  organized  into  categories  that  made  sense  from  Niagara  Mohawk's  point 
of  view,  not  from  its  customers'  points  of  view. 
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help  customers 

of  the  site  to  visit 


:  utilities  are 
of  every  page- 


File  Edit  View  Go  Communicator  Help 


Niagara  Mohawk  Today 

(View  company  facts.  Year  2000  updates,  key 
utility  and  safety  issues,  news  releases  and  more 

B  u  si  ness  &  Industry 

Optimize  energy  usage  for  your  business  through 
our  programs  and  innovations. 

Energy  Market  Center 

Learn  about  choosing  your  energy  supplier,  or 
perform  day-to-day  ESCo  functions. 


Search  |  Website  Map  |  Contact  Us  |  Glossary  |  Help 


Your  Account 


Get  quick  account  access 
and  look  up  the  price  of 
energy,  tariffs,  payment 
information  and  starting 
or  stopping  your  service. 


Obtain  helpful  information  on  home  energy  use 
and  other  ways  to  add  efficiency  and  cost  savings 

Investor  Relations 

Get  the  latest  company  financial  news  and  data. 


In  an  Emergency 


OlosM'V 


Boo 


New  and  Improved  $ 

Our  newly  re  de  signe  d  web  site  1 
information,  services  and  solui 
access  to  your  account,  answer 
of  energy  news — and  then  let  u: 
forward  to  hearing  from  you! 


__chtd 

{or  ^dVl0  ftfvc 


motley  d 
!$  Service 

-l£  you're 1 

an  author 


tndusm 
W«t  Cente* 

***£ 
*  KopVScatto^ 


Document-  Don 


*«**«*** 

ith?®-0'  t 


section  IS  coioi- 
to  help  orient  users 


v^heretheyareinthesertion 


ARROW 


COLOR  CHANGE 


OVEMBER  1 


SECTION 


http 


^  Niagara  Mohawk  -  Home  -  Netscape 


VISION  AND  VISCERA:  As  his  first 
decision  as  PHH’s  CEO,  mystery  man 
Mark  Miller  funded  the  InterActive 
project  on  the  spot. 


COVER  STORY:  CUSTOMER  CARE 


To  find  out  what  information  really  mattered 
to  customers,  PHH  did  something  that  many 
companies  don’t:  It  asked,  by  Elaine  m .  cummin c, s 

Bausch  &  Lomb  Inc.  was  looking  for  a  company  with  the  kind  of  vision  it  promised  its  customers: 
perfect.  And  when  the  eye-care  giant's  John  Majchrzak  sat  down  with  executives  from  PHH  Fleet  Vehicle 
Management  Services  to  hammer  out  a  leasing  deal,  that's  exactly  what  it  got.  "We  were  looking 

to  replace  our  existing  supplier  of  leased  vehicles,"  says  Majchrzak  (pronounced  my-shock),  manager 
of  Global  Fleet  and  Travel  Services  at  the  Rochester,  N.Y.-based 
company.  "I  was  having  dinner  with  a  sales  VP  from  PHH,  and 
some  guy  walked  in  and  introduced  himself  simply  as  Mark.  He 
sat  down  at  the  table  and  started  asking  a  lot  of  questions.  He 
wanted  to  know  what  I  was  looking  for.  He  wanted  to  know 
what  was  important  to  me."  Majchrzak  figured  that  his 

wish  list  of  services  was  pie  in  the  sky,  but  he  went  for  it  anyway. 

"I  told  him  I  wanted  interactive  Web-based  reporting  to  help 
manage  our  drivers  and  our  fleet  costs,  and  I  wanted  some¬ 
thing  that  was  real-time,"  says  Majchrzak.  "Mark  just  smiled." 


Reader  ROI 

IS  YOUR  BUSINESS  DOING  EVERYTHING 

it  can  to  keep  customers  happy? 

In  this  profile,  readers  will  learn 

►  How  to  sharpen  your  compa¬ 
ny's  business  strategy 

►  How  to  create  a  tighter  bond 
with  customers 

►  Why  new  fads  and  technolo¬ 
gies  can  distract  companies 


http://webbusiness.cio.com 
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COVER  STORY:  CUSTOMER  CARE 


THE  BLESSING  OF  THE  FLEET:  Larry 
Kinder,  CIO  of  PHH  and  now  CIO  and 
senior  VP  of  IT  for  Avis  Rent  A  Car 


Majchrzak  would  learn  later  that  the  mystery  man  was  Mark 
Miller,  CEO  of  PHH  Vehicle  Management  Services,  and  that 
he  was  smiling  because  he  knew  PHH  could  give  Majchrzak 
exactly  what  he  was  looking  for — something  he  couldn’t  get 
from  any  of  PHH’s  competitors.  “Mark  wasn’t  being  cocky,” 
recalls  Majchrzak.  “He  simply  knew  he  had  a  good  thing.” 

That  “good  thing”  was  PHH  InterActive,  a  password- 
protected  extranet  site  that  delivers  real-time  information 
from  PHH’s  database  to  customers  eager  to  get  their  hands 
on  maintenance  histories  for  their  leased  cars  and  trucks  or 
driver  safety  records  of  their  employees.  Customers  who  used 
to  receive  reams  of  hard-copy  reports  and  stacks  of  floppy 
disks  with  month-old  data  can  now  monitor  repair  transac¬ 
tions  minutes  after  they  take  place.  They  can  predict  when  a 
vehicle  will  need  preventive  work,  identify  a  driver  who  pur¬ 
chases  high-octane  fuel  unnecessarily  or  observe  a  trend  in 
increased  rear-end  collisions.  They  can  also  use  InterActive 
to  store  their  own  vehicle  data 
in  PHH’s  data  warehouse  and 
create  customized  queries  right 
in  the  InterActive  application. 

And  to  make  global  operations 
easier,  they  can  see  the  reports 
they  produce  on  InterActive  in 
U.S.  dollars  or  other  currencies. 

“InterActive  will  warn  man¬ 
agers  if  drivers  try  to  buy 
Twinkies  instead  of  gas,”  says 
CIO  Larry  Kinder.  “And  it  can 
do  so  monthly  or  immediately. 

It  depends  on  how  closely  they 
want  to  monitor  their  fleets.” 

As  a  result,  companies  can 
make  smarter  decisions  about 
which  makes  and  models  of 
cars  to  buy,  what  kind  of  fuel  to 
purchase  and  how  to  minimize 
cost  of  ownership  for  their  fleet. 

Saving  time  and  money 
speaks  volumes  to  customers 
whose  fleet  costs  are  often  a  sig¬ 
nificant  portion  of  their  compa¬ 
nies’  total  budget — “typically 
the  third-  or  fourth-largest  con¬ 
trollable  expense  for  large  cor¬ 
porations,”  according  to  PHH’s 
stealth  CEO.  “U.S.  companies 
spend  more  than  $150  billion  a 
year  in  depreciation  and  oper¬ 
ating  expenses  for  fleet-related 
vehicle  needs,”  says  Miller. 

The  next  day,  Majchrzak  sat 
down  with  Miller  to  demo 

InterActive,  and  what  I  saw  just  blew  me  away,”  Majchrzak 
remembers.  ‘I  could  have  drilled  down  into  our  drivers’  records 
at  our  operations  in  Kailua,  Hawaii,  or  sliced  and  diced  our 
vehicle-expense  information  however  I  wanted.  When  I  made 
the  decision  to  go  with  PHH,  I  called  the  competition  and  said, 
‘Guys,  I’m  looking  at  a  maintenance  transaction  here  on  my 


desktop  that  I’m  used  to  seeing  30  days  after  the  fact — only  this 
one  happened  three  minutes  ago.’” 

Bausch  &  Lomb,  now  10  months  into  its  U.S.  implemen¬ 
tation  of  InterActive,  is  forecasting  nearly  15  percent  savings 
on  its  $3  million  annual  fleet  budget  and  on  its  $10  million 
worldwide  budget  when  it  rolls  out  InterActive  in  Europe  next 
year.  “Now  when  our  sales  VPs  want  to  know  if  salespeople 
are  making  sales  calls  in  their  territories,  I  can  find  out  where 
they  re  fueling  up,  ’  says  Majchrzak.  “Our  productivity  has 
increased  enormously  because  the  data  is  always  right  there. 
We’re  not  on  the  phone  with  PHH  constantly  requesting  infor¬ 
mation.” 

Other  customers  appear  to  be  similarly  impressed. 

Managing  a  fleet  budget  of  more  than  several  million  dollars 
isn’t  easy,  and  our  650  sales  and  delivery  vehicles  are  critical 
to  our  operations,”  says  Paul  Reynolds,  manager  of  leased 
assets  for  Kaman  Industrial  Technologies  in  Windsor,  Conn., 
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and  beta  tester  for  the  InterActive  project.  “InterActive  has 
reduced  our  overall  cost  of  ownership  for  those  vehicles  and 
saves  almost  40  percent  of  my  time.” 

Dick  Utterback  agrees.  As  vice  president  of  administration 
for  United  Agri  Products  in  Greeley,  Colo.,  his  company  used 
to  spend  a  lot  of  time  going  back  and  forth  with  PHH,  play- 
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Digex  &  Fila 

We  don't  design  footwear 
They  don't  manage  Web  servers... 


...Together  we  do  G-business 


Fila  designs  athletic  and  casual  footwear  and  apparel  for  today's  most 
demanding  athletes  -  that's  their  business.  At  Digex,  we  don't  know  much 
about  shoes.  But  we  do  know  what  it  takes  to  run  a  successful  e-business. 

Digex  caters  our  Web  hosting  services  to  meet  the  needs  of  our  growing 
Enterprise  and  Internet  business  customers.  From  world-class  data  centers 
and  fast,  redundant  networks  to  monitoring,  security  and  systems 
management  tools,  Digex  manages  every  detail  necessary  to  make  your  Web 
site  a  success.  We  focus  on  what  we  do  best,  so  you  can  too. 

Today,  fila.com  is  an  interactive  Web  site  featuring  an  Internet  store  where 
consumers  can  shop  for  selected  Fila  footwear  and  apparel  -  plus  contests, 
fitness  tips,  interactive  polls,  and  interviews  with  Fila  athletes  such  as  Sammy 
Sosa,  Grant  Hill,  and  Carla  Overbeck.  In  a  business  where  even  brief  periods 
of  downtime  can  translate  into  millions  of  dollars  in  lost  revenue,  Fila  trusts 
their  complex,  mission-critical  e-business  to  Digex. 

And  we  promise. ..our  Internet  experts  will  never  try  to  outrun  you... 
unless  it's  to  www.fila.com. 


|  Digex  keeps  e-business  in  business 

www.digex.com/e-business6 

1.888. DIGEX03 


©  1999  Digex,  Inc.  All  trademarks,  tradenames  and  services  marks  mentioned  and/or  used  belong  to  their  respective  owners.  All  rights  reserved. 


COVER  STORY:  CUSTOMER  CARE 

ing  telephone  tag  and  sending  faxes  to  verify  fleet  information. 
Now  United  Agri  has  reduced  its  fleet  staff  from  four  to  three 
full-time  people.  “It’s  a  productivity  issue  to  me,”  says 
Utterback.  “I’m  pretty  unemotional  about  the  rest  of  it.  The 
whiz-bang  and  glitter  doesn’t  excite  me  a  whole  lot,  but  the 
fact  that  it  cuts  time  is  significant.  Plus,  because  it’s  in  real¬ 
time,  you  know  that  what  you’re  looking  at  is  accurate.” 

With  InterActive,  PHH  plans  to  do  for  the  fleet-leasing 
industry  what  Dell  Computer  Corp.  did  for  hardware  and 
Rosenbluth  International  did  for  travel:  transcend  the  price 


wars  of  such  commodity-based  businesses  by  creating  a  fierce, 
unbreakable  bond  with  its  customers. 

PHH  s  business  model  is  a  simple  one:  The  company  acts 
like  a  giant  dealership  by  purchasing  large  numbers  of 
cars  and  trucks  from  manufacturers  such  as  General 
Motors  Corp.  and  Ford  Motor  Co.  and  passes  on  the  benefits 
of  its  volume  discounts  to  customers.  Using  call  centers  and 
branded  credit  cards,  PHH’s  database  tracks  driver  expenses 
and  gives  customers  access  to  that  information  via  its  Web- 


The  Ties  That  Bind 

How  to  turn  customer  connections  into  lifetime  relationships 


Early  adopters  of  business-to-business 
e-commerce  struggle  with  being  of  two 
minds:  While  deciding  what  business  they're 
in  today,  they  also  need  to  keep  a  finger  on 
tomorrow's  pulse.  Will  familiar  business 
models  look  the  same  two  years  from  now? 
Or  will  they  even  be  viable? 

When  PHH  focused  on  listening  to  its  cus¬ 
tomers,  it  became  a  leader  in  its  industry. 
Here's  how  CIO  Larry  Kinder  got  there. 


1  BEGIN  WITH  THE  END  IN  MIND.  Start 
by  answering  some  basic  questions: 
•  Who  are  you  trying  to  serve?  What 
are  you  trying  to  achieve?  "Once  you've 
done  that,"  says  Kinder,  "people  will  see 
that,  despite  everyday  distractions,  they 
need  to  think  about  the  greater  good." 


2  THINK  WIN-WIN-WIN.  Get  business 
talking  to  IT  and  IT  talking  to  cus- 
•  tomers.  "Five  years  ago,  it  was  us 
and  them,  pointing  fingers,"  says  Kinder. 
"Now  it's  a  partnership.  It  changed  because 
we  chose  to  focus  differently;  we  didn't  see 
an  application,  we  saw  our  application.  And 
when  we  got  it  right,  it  was  everyone  who 
got  it  right." 


3  AVOID  THE  BLEEDING  EDGE. 

Customers  don't  want  to  know 
•  what  you're  going  to  build  two  or 
three  years  from  now;  they  want  to  know 
what  you're  giving  them  today.  "You  have  to 
take  an  IT-on-Prozac  approach  to  technol¬ 
ogy— no  real  lows  but  no  real  highs, 
either — especially  for  mission-critical 
applications,"  says  Kinder. 


4  HIRE  PEOPLE  WHO  CAN  DELIVER. 

"We  have  never  gone  over  budget 
•  or  delivered  late  on  a  project,"  says 
Kinder.  "We  would  be  fired  if  we  did,"  he 
says.  "We  get  to  set  our  own  deadlines,  so 
we  have  the  responsibility  to  meet  them." 
PHH  is  tenacious  about  budgets  and  dead¬ 
lines  because  it  walks  the  fine  line  between 
leading  and  bleeding  edge.  "We  want  to 
give  our  customers  state-of-the-art  informa¬ 
tion,"  says  Kinder,  "but  we  don't  want  to 
increase  our  own  costs  by  doing  so." 

5  CONNECT  THE  DOTS.  When  you  put 
together  three  groups  of  people 
•  with  different  backgrounds  and  ask 
them  to  talk  about  abstract  things,  they're 
going  to  speak  different  languages,  often 
without  even  realizing  it,  says  Kinder.  "So 
we  never  go  into  a  room  with  a  blank 
screen.  We  always  come  in  with  prototypes, 
right  from  the  start." 

6  BE  UNWILLING  TO  FAIL.  If  cus¬ 
tomers  have  an  issue  about 
•  changes  you  feel  you  need  to 
make,  ask  people  to  brainstorm  about  ways 
to  make  the  customer's  transition  a  good 
one.  "We  are  determined  to  do  whatever  it 
takes  to  help  customers  because  we  have  so 
much  faith  in  what  we  build,"  says  Kinder. 
"We  fight  to  overcome  whatever  obstacles 
exist." 


7  CUSTOMIZE  FOR  THE  MASSES. 

Thinking  like  a  mass-marketer  won't 
i  get  you  where  you  need  to  go  in 
today's  collaborative  world.  "We  do  a  lot  of 


testing,"  says  Kinder,  "and  then  we  ask  for  a 
lot  of  feedback."  Customers  like  talking 
about  doing  business  on  a  day-to-day  basis, 
how  they're  paying  their  bills,  how  they're 
interfacing  with  their  own  customer  base. 

8  SHOW  THEM  THE  MONEY.  "We 

'open  our  kimono'  around  costs," 

•  Kinder  says,  "to  show  customers 
details  around  each  transaction— not 
because  they  demand  it  but  because  we're 
proud  of  our  business  proposition. 
Customers  pay  for  us  through  their  cost  sav¬ 
ings,"  he  says.  "It's  a  win-win  situation,  and 
we  want  them  to  know  it." 


/  A  ADDRESS  SECURITY  CONCERNS.  No 
matter  what  your  product  is,  cus- 
^  •  tomers  won't  use  it  if  they  don't 
feel  safe.  "We  are  certified  by  the  ICSA— the 
Internet  Computer  Security  Association," 
says  Kinder.  "We  pay  them  every  month  to 
try  to  hack  our  site.  We're  now  up  to  128-bit 
encryption,  and  putting  that  in  place  helped 
jettison  our  e-commerce  strategy  forward." 

-'"i  FAIL  FAST.  Make  business  deci- 

I  I  I  sions  unemotionally.  And  don't 
— L\/  •  keep  going  down  the  wrong 
path  just  to  save  face.  "Cut  your  losses,  and 
cut  them  fast,"  says  Kinder.  Make  decisions 
about  where  you  can  fail  and  where  you 
can't.  "When  we  can't  afford  to  fail,  we  pull 
together  and  find  the  areas  where  we  are 
vulnerable.  So  instead  of  putting  our  fire 
hats  on  with  customers  later,"  he  says, 

"we  take  the  time  to  make  the  right  deci¬ 
sions  now."  -E.M.  Cummings 
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EXTRANET 


Aventair 


Where  E-Business  Begins 


Yes,  extranets  are  all  we  do. 

Our  focus  is  on  enabling  companies 
to  work  together  amid  the  chaos  of 
e-business.  We  help  you  rapidly  activate 
business-to-business  commerce  and 
collaboration  by  replacing  risk  and  panic 
with  order  and  profitability.  A  competitive 
extranet  means  absolute  control  at 
massive  scale  so  you  can  go  to  market  with  a 
legion  of  customers  and  partners  at  your  side. 
That’s  e-business  confidence.  That’s  Aventail. 

To  find  out  more  about  our  low-risk,  high- 
value  extranet  software  and  service,  visit 
Aventail’s  Web  site  at  www.aventail.com/pureplay, 
call  1  -877-AVENTAIL  (283-6824),  or  send  email  to 
extranet@aventail.com. 


©  1999  Aventail  Corporation.  All  rights  reserved.  Aventail  is  a  registered  trademark  of  Aventail  Corporation. 
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based  InterActive  system. 

One  of  the  biggest  things  a  fleet  management  company 
can  do  for  its  customers  is  to  pull  together  all  the  bits  and 
pieces  of  information— literally  thousands  of  transactions 
every  month  for  some  companies,”  says  Kaman  Industrial’s 
Reynolds.  “In  the  past,  we  had  to  keep  files  with  thousands 
of  pieces  of  paper.  Now  it’s  all  on  the  Internet.  I  can  deter¬ 
mine  a  vehicle’s  operating  costs  and  its  associated  expenses. 
I  can  look  at  our  fleet  business  on  a  regional  basis  and  com¬ 
pare  one  region  with  another.  Or  I 
can  compare  different  types  of  vehi¬ 
cles  and  calculate  their  total  cost  of 
ownership.” 

Most  of  PHH’s  closest  competi¬ 
tors — including  General  Electric 
Co.’s  GE  Capital  Fleet  Services, 

Automotive  Resources  International 
(ARI)  and  Wheels  Inc.  (see  “Driving 
Miss  Daisy,”  at  right) — have  moved 
to  Web-based  interfaces  but  have  yet 
to  produce  the  kind  of  real-time 
information  and  customization  that 
InterActive  provides.  “They  don’t 
have  the  sophisticated  applications 
design  in  place  to  support  a  system 
like  InterActive,”  says  Shalini 
Rossett,  vice  president  of  applica¬ 
tion  development  at  PHH.  “It’s 
almost  as  if  the  information  drops 
on  the  floor  next  to  a  person,  and 
they  have  to  pick  it  up  and  type  it 
into  an  ordering  system.” 

So  how  did  PHH  pull  off  what  its 
competitors  hadn’t  yet  imagined? 

“We  asked  customers  what  they  val¬ 
ued,”  says  Kinder.  “We  asked  them 
what  issues  they  were  wrestling  with 
today.  What  they  worried  about  for 
the  future.  How  PHH  could  help.” 

Then,  when  customers  spoke, 

PHH  listened. 

“PHH’s  competitors  tend  to  give 
you  what  they’ve  put  together,  what 
they  assume  you’re  looking  for.  But 
nobody  is  really  asking,”  says 
Reynolds. 

“Instead  of  saying,  ‘Well,  here’s 
the  program,”’  says  Utterback, 

“PHH  tries  to  truly  understand 

what  we  re  doing.  It  doesn  t  simply  come  up  with  a  new  idea, 
put  a  technology  solution  to  it  and  then  move  on  to  the  next 
thing.  It  changes  with  the  changes,”  he  says. 

Customers  will  tell  you  that  PHH  has  learned  to  keep  its 
eye  on  the  ball,  avoiding  what  Kinder  calls  the  “cool  tool”  syn¬ 
drome.  “We  didn’t  look  at  the  Internet  and  wonder,  ‘What  can 
we  do  with  it?  says  Kinder.  “We  decided  to  provide  a  service 
to  our  customers,  and  the  Internet  was  merely  a  tool  to  help 
us  do  it.” 

The  strategy  may  sound  simple  enough,  but  staying  cus¬ 


tomer  oriented  turns  out  to  be  very  difficult  to  do  in  practice. 
“It’s  easy  for  companies  to  get  seduced  by  technology,”  says 
Barbara  E.  Bund,  marketing  professor  at  MIT’s  Sloan  School 
of  Management.  “That’s  especially  true  with  the  Internet 
because  it  s  so  fashionable  these  days.  Too  many  companies 
pay  lip  service  to  customer  satisfaction  and  then  turn  quickly 
to  the  technology.” 

The  reason?  It  s  really  difficult  to  understand  a  customer’s 
needs,  says  Bund.  “And  every  customer  is  different,  so  cus¬ 
tomizing  gets  even  trickier.”  The 
tools — whether  it’s  new  technolo¬ 
gies,  new  techniques  or  new  con¬ 
sulting  ideas — are  enticing,  and 
they’re  easier  to  focus  on.  “It’s 
almost  as  if  companies  say,  ‘Gee,  I 
don’t  understand  as  much  as  I 
should  about  my  customers,  so 
maybe  I’ll  focus  on  something  that 
feels  as  if  I  understand  it,”’  Bund 
says. 

Now  the  second-largest  fleet-man¬ 
agement  company  overseeing  more 
than  800,000  vehicles  on  a  global 
basis,  the  $1.6  billion  PHH  has 
grown  its  net  revenues  15  percent  and 
increased  earnings  more  than  20  per¬ 
cent  in  each  of  the  last  two  years,  says 
Miller,  who  attributes  much  of  that 
growth  to  InterActive. 

he  vision  that  became  Inter¬ 
Active  took  time  to  evolve,  of 
course.  PHH  Vehicle  Man¬ 
agement  Services,  based  in  Hunt 
Valley,  Md.,  started  in  the  1940s 
serving  mostly  Fortune  500  compa¬ 
nies  as  the  first-of-its-kind  fleet  leas¬ 
ing  and  management  company,  says 
Kinder. 

Throughout  the  ’70s  and  ’80s, 
PHH  added  a  variety  of  ancillary  ser¬ 
vices — vehicle  maintenance,  repair 
and  expense  reporting — as  a  logical 
extension  of  its  primary  leasing  busi¬ 
ness.  The  services  gave  customers 
access  to  the  same  cost-savings 
advantages  PHH  already  had  with 
such  suppliers  as  Ford  or  GM  by 
adding  Jiffy  Lube  International  Inc. 
and  Bridgestone/Firestone  Inc.  to  the  mix  of  nearly  75,000 
suppliers. 

The  company  established  a  call  center  in  1975  to  help  cus¬ 
tomers  get  their  drivers’  vehicles  towed  and  repaired  or 
replaced.  Staffed  with  ASE-certified  mechanics  and  former 
heads  of  service  departments  in  auto  dealerships,  the  call  cen¬ 
ters  answer  phones,  access  vehicle  histories,  locate  nearby 
garages,  determine  warranty  coverage  and  negotiate  with 
repair  shops  for  the  best  price.  The  call  centers  also  use  voice- 
recognition  technology  to  help  weed  out  calls  that  really 


Driving 
Miss  Daisy 

Who’s  who  in  fleet 
management  services 

GE  CAPITAL  FLEET  SERVICES 
www.gecapital.com/fleet 
Headquarters:  Eden  Prairie,  Minn. 
Number  of  employees:  3,400  worldwide 
Vehicles  managed:  1  million 

PHH  FLEET  MANAGEMENT  SERVICES 
www.phh.com 

Headquarters:  Hunt  Valley,  Md. 

Number  of  employees:  2,500  worldwide 
Vehicles  managed:  800,000 

ARI  (Automotive  Resources  International) 
www.arifleet.com 
Headquarters:  Mount  Laurel,  NJ. 

Number  of  employees:  725  worldwide 
Vehicles  managed:  260,000 

WHEELS 

www.wheels.com 
Headquarters:  Des  Plaines,  III. 

Number  of  employees:  550  worldwide 
Vehicles  managed:  170,000 
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The  name  is  new. 
The  reputations 

are  legendary. 


SECURITY 


For  almost  two  decades,  businesses  have 
trusted  Security  Dynamics  Technologies,  Inc. 
and  RSA  Data  Security,  Inc.  to  secure  e-business, 
even  before  it  was  called  e-business.  Today,  the 
companies  have  unified  under  one  name, 

RSA  Security  Inc.  Our  new  name  and  look 
reflects  our  singular,  continued  commitment  to 
innovative  products  that  help  customers  meet 
the  security  needs  of  e-business,  and  the  support 
and  services  that  tie  it  all  together.  You  may  not 
have  known  us  by  name,  but  you  should. 
Chances  are  you've  already  relied  on  one  or 
more  of  our  products  to  purchase  something 
over  the  Internet,  securely  send  email,  safely 
connect  to  your  network,  or  do  your  banking 
online.  As  a  combined  company,  we  are  the 
most  trusted  name  in  e-security  —  bar  none. 


More  than  450  million  copies  of  our  RSA  BSAFE® 
encryption  technology  are  installed  in  today's 
most  successful  applications  and  devices.  More 
than  half  of  the  Fortune  100  already  use  our 
award-winning  RSA  SecurlD®  user  authentication 
systems  to  protect  their  networks  and  vital 
information.  And  our  new  RSA  Keon™  product 
line  provides  companies  with  a  complete  digital 
certificate  system,  known  as  "PKI,"  to  enable 
and  manage  security  for  e-commerce 
applications.  Thousands  of  customers  trust 
RSA  Security,  including  Cisco,  Compaq,  Ericsson, 
IBM  and  Lucent.  Shouldn't  you?  To  learn  how 
we  might  serve  your  e-security  needs,  please 
visit  us  at  www.rsasecurity.com,  or  contact  us 
at  info@rsasecurity.com  or  1-877-RSA-4900. 


The  Most  Trusted  Name  in  e-Security 
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could  ever  dump  in  a  nightly  download  to  someone.” 

In  addition,  PHH’s  systems  were  tacked  together  in  such  a 
way  that  customers  might  change  a  driver’s  address  in  one  sys¬ 
tem,  but  it  wouldn’t  show  up  in  another.  Meanwhile,  it  took 
teams  of  PHH  employees — typically  two  or  three  people  per  cus¬ 
tomer — up  to  three  weeks  to  retrieve  the  data,  create  reports  and 
do  analysis  for  customers.  “We  used  to  measure  reports  in  feet,” 
says  Kinder.  “So  if  you  needed  one  detail,  good  luck  finding  it.” 

So  Kinder  challenged  his  staff  to  take  FleetLine  a  step  fur¬ 
ther.  He  asked,  “How  can  we  step  away  from  this  model  and 
give  our  customers  continuous  access  to  our  data  warehouse?” 

As  it  happened,  Shalini  Rossett  had  been  intrigued  with 
building  an  Internet  version  of  FleetLine  but  wasn’t  sure  the 
Internet  was  ready  for  customers,  or  vice  versa.  Although 
everyone  had  an  eye  on  the  Internet,  many  were  predicting  its 
demise.  “The  big  risk  of  going  to  the  Web  was  that  our  cus¬ 
tomers  wouldn’t  adopt  it,”  Rossett  says.  So  she  asked  Jim 
Trotman,  PHH’s  lead  applications  developer  who  had  a  han¬ 
dle  on  both  IT  and  business,  to  begin  work  on  an  Internet  ver¬ 
sion  of  FleetLine  and  to  meet  with  customers  to  get  feedback. 

“Some  of  our  customers  thought  the  Internet  was  good  only 
for  checking  stock  quotes  or  booking  airline  reservations,” 
says  Trotman.  “They  didn’t  think  it  applied  to  their  business. 
But  for  others,  the  lights  started  going  on.  And  the  more  we 

talked  with  them  about  putting  Fleet- 
Line  on  the  Web,  the  more  excited  we 
all  got.” 

Armed  with  feedback  about  a  variety 
of  customer  transactions,  PHH  decided 
that  its  maintenance  program — the 
records  that  tracked  vehicle  repairs  such 
as  oil  changes,  timing  belt  replacements 
and  new  tires — was  the  best  candidate 
for  an  initial  test  project. 


That  was  in  mid-1997,  just  as 
Mark  Miller  was  leaving  a  job 
running  a  venture  business  in  the 
corporate  charge-card  industry  at  GE 
Capital  to  become  PHH’s  CEO.  “I 
arrived  with  three  mantras,”  says  Miller. 
“Get  the  voice  of  the  customer,  focus  on 
architecture  and  invest  for  competitive 
advantage.  Luckily,  Larry  [Kinder]  and 
I  were  kindred  spirits,  so  a  lot  of  that 
was  already  in  place.” 

On  his  first  day  there,  Miller  sat  down 
with  Kinder  and  his  team,  saw  what  they 
were  working  on  and  funded  the 
InterActive  project  on  the  spot.  “It  was 
probably  the  simplest  decision  I  ever 
made,”  Miller  says. 

More  a  millennium  child  than  son-of- 
FleetLine,  a  prototype  of  InterActive  was 
ready  to  demonstrate  two  weeks  later  at 
a  meeting  with  some  of  PHH’s  top  cus¬ 
tomers,  who  affirmed  what  some  at 
PHH  had  already  suspected — that  cus¬ 
tomers  had  the  appetite  for  access  to 


STEERING  COMMITTEE:  (from  left)  Shalini  Rossett, 

vice  president  of  application  development;  Jim  Trotman,  lead 

applications  developer;  Ren  Porch,  IS  project  manager 


shouldn't  go  to  the  mechanics — policy  questions,  for  instance, 
or  vehicle  registration  information. 

Finally,  at  the  end  of  the  contract,  PHH  sells  the  vehicles, 
either  to  the  customers’  employees  or  at  an  auction. 

At  its  essence,  PHH  uses  volume  discounts  to  save  money 
for  customers  and  turn  a  tidy  profit  for  itself.  But  in  addition 
to  revenues,  PHH  also  collects  information.  Lots  and  lots  of 
information.  It  tracks  vehicle  repair  costs  from  its  call  centers 
and  monitors  drivers’  spending  habits  from  its  gas  and  credit 
cards.  It  wasn’t  until  we  recognized  how  much  customers 
valued  that  information,”  says  Kinder,  “that  we  realized  we 
had  something  very  powerful.” 

That  realization  was  the  genesis  in  1996  of  PHH  FleetLine, 
a  client/server  system  designed  to  enable  customers  to  access 
the  details  of  their  fleet  reports  online.  “We  had  to  install  1 1 
diskettes  on  our  customers’  PCs  to  get  the  application  up  and 
running,”  says  Kinder,  “then  they  could  download  the  data 
from  our  database  once  a  week  and  look  at  it  themselves.” 

But  FleetLine  was  far  from  ideal.  The  untidy  tether  to 
PHH’s  database  was  annoying  both  to  PHH  and  its  cus¬ 
tomers.  We  couldn’t  send  them  all  the  data  they  wanted 
because  their  PCs  weren’t  powerful  enough,”  says  Kinder. 
“Their  hard  drives  couldn’t  handle  the  years’  worth  of  infor¬ 
mation  we  had  collected.  Besides,  we  had  more  data  than  we 
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>Are  you  blindly  throwing  more  bandwidth  at  network  problems?  Open  your  eyes  and  nail  delays  at  the  plate  with  Application 
Flow  Management  from  NetScout  Systems.  Get  more  power  and  more  control  over  your  networked  applications  through 

NetScout, 

Because  the  network  is  the  businessT 

make  more  informed  capacity  planning,  application  deployment,  and  troubleshooting  decisions.  All  while  dealing  with  the 
curve  balls  end  users  toss  at  you  each  day.  For  more  information  and  a  free  copy  of  John  McConnell's  "Application  Flow 
Management"  white  paper,  visit  us  at  www.netscout.com/bb13,  or  call  1-800-309-8923.  And  strike  out  network  delays,  1-2-3. 


,  K 

real-time  and  historical  performance  data  —  all  in  simple,  relevant  business  terms.  ****>*%'/ 
What's  more,  our  products  give  you  greater  visibility  into  your  network.  So  you  can 
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more  and  more  of  their  own  information.  “We  created  the 
paradigm  that  says,  ‘We  will  do  the  work  for  you,  and  you  can 
simply  access  your  information  anytime  from  anywhere,’” 
says  Rossett.  “And  the  rest  is  history.” 

With  InterActive,  fleet  managers  suddenly  gained  the  abil¬ 
ity  to  answer  their  bosses’  questions  in  10  minutes  rather  than 
in  10  days.  And  remember  all  those  hard-copy  reports  that 
were  measured  in  feet?  The  savings  in  postage  alone  was  sub¬ 
stantial  for  many  companies. 

At  Kaman  Industrial,  for  example,  four  people  used  to 


spend  all  day  creating  a  spreadsheet  based  on  PHH’s  paper 
invoices,  mailing  or  faxing  it  to  the  company’s  accounting  cen¬ 
ter,  then  entering  it  into  its  accounts  payable  system.  “By  hav¬ 
ing  all  our  billing  submitted  to  us  electronically,  we  reduced 
that  four  days  to  10  minutes,”  says  Reynolds.  The  next  thing 
Reynolds  did  was  to  download  a  list  of  all  the  premium  fuel 
that  was  purchased  by  his  company  over  the  previous  four 
months.  “Most  of  our  vehicles  were  designed  to  use  87  octane, 
so  I  was  surprised  to  see  the  amount  of  premium  fuel  being 
used— between  10,000  and  20,000  gallons  over  that  four- 


Three  Men  and  a  Technology 

InterActive  made  life  easier  for  PHH’s  customers 


JOHN  MAJCHRZAK,  manager  of  global  fleet  and 
travel  services  BAUSCH  &  LOMB  INC.  Rochester,  N.Y. 
BUSINESS:  Eye  care  FLEET  BUDGET:  $10  million 
worldwide  FLEET:  1,000  vehicles  globally  PHH 
CUSTOMER:  Since  1998  SAVINGS:  15  percent  of  its 
$3  million  U.S.  budget  in  10  months.  "When  we  want  to 
find  out  if  salespeople  are  making  sales  calls  in  their 
territories,  I  can  find  out  where  they're  fueling  up." 


PAUL  REYNOLDS,  manager  of  leased  assets  KAMAN 
INDUSTRIAL  TECHNOLOGIES  Windsor,  Conn. 
BUSINESS:  Distributor  of  industrial  equipment  FLEET 
BUDGET:  $2  million  FLEET:  650  vehicles  PHH 
CUSTOMER:  Since  1994  SAVINGS:  Between  30  per¬ 
cent  and  40  percent  of  staff's  time.  "In  the  past,  we  had 
to  keep  files  with  thousands  of  pieces  of  paper.  Now  it's 
all  on  the  Internet." 


DICK  UTTERBACK,  VP  of  administration  UNITED 
AGRI  PRODUCTS  Greeley,  Colo.  BUSINESS:  Agri¬ 
cultural  supply  and  distribution  FLEET  BUDGET: 
$25  million  worldwide  FLEET:  10,000  vehicles  PHH 
CUSTOMER:  Since  1978  SAVINGS:  Reduced  fleet  staff 
by  30  percent.  "The  fact  that  InterActive  cuts  time  is 
significant.  Plus,  because  it's  in  real-time,  you  know  that 
what  you're  looking  at  is  accurate." 


month  period,”  he  says.  “We’ve  seen  a  dramatic  drop  in  pre¬ 
mium  fuel  consumption  since  then.”  Reynolds  also  likes  being 
able  to  actually  see  what  PHH’s  maintenance  advisers  are  say¬ 
ing  to  the  repair  shop  in  real-time.  “It  avoids  misinterpreta¬ 
tion  of  what  is  or  isn’t  approved,”  he  says. 

Or  what  doesn’t  need  to  be  done.  “If  we  have  a  vehicle  that 
needs  a  major  transmission  repair,”  says  Reynolds,  “it’s  a  lot 
easier  to  find  out  where  our  surplus  vehicles  are.  With 
InterActive,  we’ve  been  able  to  decide  not  to  repair  a  vehicle 
because  we  could  replace  it  with  a  surplus  vehicle  instead,  sav¬ 
ing  ourselves  a  $2,000  transmission  repair.” 

And  it  isn’t  just  customers  who  enjoy  lower  costs.  By  elim¬ 
inating  duplicate  work  and  reducing  the  number  of  phone  calls 
required  to  complete  a  transaction  from  four  to  one,  PHH  has 
cut  its  own  IT  costs  by  one-third  and  improved  productivity 
as  well.  “InterActive  is  a  light’s  out  operation — no  one  is 
needed  to  take  an  order  or  change  an  address,  reducing  our 
operational  costs  considerably,”  says  Rossett. 

Unlike  many  companies,  PHH  has  discovered  that  cus¬ 
tomer  service  is  more  than  answering  the  phone  on  the  first 
ring  or  saying  please  and  thank  you.  And  such  service  appar¬ 
ently  hasn’t  gone  unnoticed  by  others  as  well.  In  June  1999, 
Avis  Rent  A  Car  System  Inc.  in  Garden  City,  N.Y.,  purchased 
PHH — making  Avis  the  largest  transportatioa  management 
company  in  the  world — and  two  months  later  it  named 
Larry  Kinder  its  senior  vice  president  of  IT  and  CIO.  “Avis 


saw  InterActive  as  a  real  advantage,  there’s  no  question 
about  it,”  says  Miller.  “They’d  been  considering  a  $20  mil¬ 
lion  investment  in  a  product  similar  to  InterActive,”  he  says. 
“Instead,  we’ve  already  begun  building  Avis  InterActive  for 
them.” 

By  early  2000,  PHH  will  add  push  technology  to  its  seventh 
release  of  InterActive — called  PHH  InterActive  Platinum — to 
notify  customers  when  specific  events  occur.  “Customers  will 
be  able  to  request  real-time  notification  if  there  is  an  accident 
involving  a  fatality,  for  instance,  and  we  can  let  them  know 
by  pager  or  e-mail — whatever  they  choose,”  says  Rossett. 

“We’ve  also  started  working  with  smaller  companies — pre¬ 
viously  unserved  markets  for  us — because  InterActive  creates 
a  self-serve,  lower-cost  way  for  them  to  manage  their  fleets,” 
says  Kinder.  “Quite  honestly,  I  can’t  imagine  why  it  wouldn’t 
work  for  the  consumer  market  some  day.” 

Bausch  &  Lomb’s  Majchrzak  can’t  imagine  ever  wanting 
to  take  its  business  elsewhere.  “Leasing  is  leasing,  and  main¬ 
tenance  is  maintenance,”  he  says.  “They’re  not  the  hardest 
principles  in  the  world.  But  when  we  decided  to  leave  our  last 
supplier  after  25  years  and  move  to  PHH  a  year  ago,  it  was 
because  the  people  there  listened  to  what  we  needed,”  he  says. 
“And  that’s  what’s  hard  to  find.”  EEI 


Features  Editor  Elaine  M.  Cummings  can  be  reached  via 
e-mail  at  cummings@cio.com. 
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The  companies  who  put  information  to  work  in  new  ways  are 
the  ones  who  will  succeed  time  after  time.  If  you’re  driven  to 
be  among  them,  it’s  essential  to  have  the  right  communications 
provider  -  one  who  has  an  intelligent  network  architecture, 
high-speed  capabilities,  and  leading-edge  technology  solutions. 
And  if  your  provider  also  shares  your  vision  and  has  the  ability 
to  take  you  as  far  as  you  want  to  go,  nobody  can  beat  you. 

That’s  Electric  Lightwave.  We’re  a  nationally  acclaimed  Internet 
backbone  provider,  with  high-speed  national  data  and  longhaul 


Let  il 


mm 


networks  -  all  engineered  to  accommodate  our  customers’  most 
aggressive  goals.  With  our  broadband  network  capabilities,  there’s 
no  limit  in  sight. 

The  point  is  this: The  strength  of  your  company  is  in  its  ability  to 
keep  up  with  your  customers’  voracious  appetite  for  information. 
To  talk  to  a  high-octane  provider,  call  us  at  1-800-9-TRY-ELI. 
Or  go  to  www.eli.net  today. 
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The  new  medium  of  exchange. 


Are  you  both  attracted  and  repelled 
y  the  Internet  at  the  very  same  time? 


torldCom.  Inc.  All  Rights  Reserved. 


Experience  tens  us  the  internet  makes 
people  feel  a  lot  of  different  emotions 
all  at  once.  And  who  can 
blame  them?  On  one  hand, 
the  internet  opens  their 
business  up  to  billions  of 
potential  customers,  on 
the  other  hand,  it  opens 
their  business  up  to  billions 
of  potential  hackers. 

Not  long  ago,  a  pharmaceutical  giant 
came  to  MCI  worldComSM  with  this  exact 
dilemma.  They  wanted  to  make  sure 
their  customers  would  only  have  access 
to  their  products.  Not  their  research. 

As  one  of  the  world’s  largest  internet 
providers,  we  deal  with  problems  like 
these  every  day  and  (not- surprisingly) 
have  an  entire  continuum  of  data 
services  to  help  solve  them,  in  this  case, 


we  recommended  they  install  a  hybrid 
VPN  on  top  of  their  Frame  Relay  and 
internet  service.  A  Virtual 
Private  Network  would 
keep  their  research  separate 
from  their  products  by 
everything  from  firewalls 
to  encryption  codes.  And 
because  the  data  would 
run  on  our  wholly  owned, 
seamless  global  network,  we’d  be  able 
to  monitor  it  from  one  end  to  the  other. 
No  small  detail.  Especially  when  you 
consider  only  MCI  WorldCom  owns  the 
entire  network  between  many  locations 
in  the  U.S.  and  Western  Europe. 

All  of  which  made  this  pharmaceutical 
giant  feel  a  brand  new  emotion:  relief. 

For  more  information,  visit  us  at 
www.wcom.com/data3. 


MCI  WorldCom  has 
an  entire  continuum 
of  data  services 
on  our  seamless  global 
network,  Here’s  how  we 
made  it  work  for  a 
pharmaceutical  giant 


MCI  WorldCom  Data  Continuum 

l - 1 - 1 - 1 - 1 - 1 

VOICE  OVER  FRAME  INTERNET  DSL  FRAME  RELAY  ATM  VPN 
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Interest  Rate 


Progressive  financial  institutions 
are  banking  on  the  promise  of  e-commerce. 
Commercial  customers  are  still  waiting  for  the  payoff. 


By  Anne  Zieger 


illiam  Davis  is  getting  fidgety. 

He’s  waited  years  for  BankBoston  Corp.,  which  offers  Web- 
based  banking  for  consumer  accounts,  to  roll  out  the  same 
services  for  its  commercial  clients.  Davis,  assis¬ 
tant  treasurer  of  Avid  Technology  Inc.,  a 
Tewksbury,  Mass. -based  maker  of  digital  and 
audio  content  tools,  has  already  built  his  own 
workday  around  Web  access,  and  he’s  convinced 
that  access  to  Internet-based  financial  services  will 
become  increasingly  important  to  how  his  com¬ 
pany  does  business  in  the  next  millennium. 


Reader  ROI 


READ  THIS  STORY  TO  LEARN 

►  Why  banks  lag  in  offering 
online  services,  especially  to 
corporate  accounts 

Who's  challenging  banks  for 
Web-based  customers 

►  How  financial  institutions  stand 
to  gain  from  e-banking 

►  How  the  banking  industry  is 
setting  its  own  e-commerce 
standards 
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A  long-time  customer  of  BankBoston,  Davis  isn’t  yet 
ready  to  switch  to  a  rival  over  the  issue  of  Web  access. 
But  he’s  definitely  looking  at  his  watch  and  tapping  his 
foot.  “The  nature  of  my  position  is  to  make  sure  our 
financial  relationships  are  operating  as  efficiently  as  pos¬ 
sible,’’  he  says.  “When  there  are  new  technological 
means  to  make  our  relationship  more  efficient,  I  want 
them  as  soon  as  possible.” 

Customers  like  Davis  are  among  the  main  forces  pres¬ 
suring  banks  to  make  Web-based  services  a  priority  not 
just  for  millions  of  individual  customers  but  for  com¬ 
mercial  accounts  as  well.  It’s  no  secret  that,  over  the  last 
30  years,  banks  have  lost  control  of  the  financial  world, 


missing  growth  opportunities  in  markets  such  as  stock 
trading,  mortgage  lending  and  insurance.  Now  the  Web 
offers  banks  a  shot  at  regaining  ground  with  both 
individual  and  commercial  customers  by  providing  ser¬ 
vices  online — if  they  can  provide  them  well  enough  and 
in  time. 

Banks  enter  the  e-commerce  race  with  one  huge 
advantage:  long-time  experience  handling  electronic 
transactions.  But  in  an  increasingly  crowded  field  of 
competitors,  it’s  still  far  from  a  clear  shot  to  victory.  As 
Esther  Dyson  notes  in  Release  2.1:  A  Design  for  Living 
in  the  Digital  Age  (Broadway  Books,  1998),  “Banks 
have  the  opportunity  to  play  a  vital  role  in  the  digital 
age,  or  lose  it  all  to  newcomers.” 

Brokerages  like  E-Trade  Group  Inc.  and  Charles 
Schwab  &  Co.  Inc.  are  locking  in  Wall  Street-minded 
customers;  in  fact,  discount  brokerages  will  control 
more  than  50  percent  of  all  online  personal  finance  activ¬ 
ity  by  2002,  according  to  predictions  by  New  York  City- 
based  Jupiter  Communications.  Meanwhile,  indepen¬ 
dent  online-only  banks  like  Net.Bank  of  Atlanta  and 
CompuBank  of  Houston  have  won  approval  from  fed¬ 
eral  regulators  for  real-time  online  banking  (E-Trade 
acquired  another  Internet-only  bank,  Telebank,  earlier 
this  year).  Online  lenders  such  as  LendingTree.com  Inc. 
and  E-Loan  Inc.  siphon  off  more  potential  business  (for 
more  on  E-Loan,  see  “Mouse-Click  Mortgages,”  CIO 
Section  2,  Oct.  1, 1999).  Credit  card  giants  have  jumped 
into  the  fray  as  well:  Earlier  this  year,  American  Express 
Co.  launched  its  virtual  Membership  bank,  while 
Chicago-based  Bank  One  Corp.  started  up  separately 
branded  WingspanBank.com.  Finally,  banks  increas¬ 
ingly  face  new  competitive  threats  from  a  particularly 
unlikely  source:  software  companies. 


What’s  driving  all  that  growth?  Demand.  More  than 
24  million  U.S.  households  will  bank  online  by  2004, 
up  from  7  million  in  1998,  according  to  an  August  1999 
report  from  Stamford,  Conn.-based  GartnerGroup  Inc.’s 
Dataquest  research  division.  Some  banks  pull  more  than 
60  percent  of  their  profits  from  corporate  financial  ser¬ 
vices,  in  which  banks  offer  customers  minute-to-minute 
access  to  information  about  payments  cleared,  account 
balances  and  interest,  trades,  disbursements  and  trans¬ 
fers,  among  other  services.  So  it’s  reasonable  to  assume 
demand  on  the  business  side  will  grow  as  well. 

But  while  a  few  major  financial  institutions,  such  as 
The  Chase  Manhattan  Corp.  and  Citicorp’s  Citibank, 
both  based  in  New  York  City,  are  mov¬ 
ing  ahead  with  sophisticated  Web-based 
efforts,  banks  in  general  still  trail  other 
industries  in  letting  individual  customers 
manage  their  accounts  online.  And 
financial  institutions  have  been  even 
slower  to  offer  significant  online  services 
to  their  commercial  customers,  with 
many  corporate-finance  products  still  in 
beta  even  among  the  leading  banks. 

That  gap  showed  up  in  a  recent  sur¬ 
vey  by  Ernst  &  Young  LLP’s  Boston- 
based  financial  consulting  group  and  Mainspring 
Communications  Inc.,  an  e-commerce  consultancy 
based  in  Cambridge,  Mass.  The  survey,  conducted  in 
1998,  found  that  most  financial  institutions  didn’t  yet 
have  a  pricing  strategy  for  e-commerce,  and  many 
hadn’t  yet  integrated  e-commerce  into  other  delivery 
channels.  The  four  top  e-commerce  innovators  named 
in  the  study  included  just  one  bank,  San  Francisco-based 
Wells  Fargo  &  Co.,  which  has  nearly  990,000  online 
customers,  mostly  through  its  Wellsfargo.com  Web  site. 
The  other  three  Web  business  leaders  represent  a  per¬ 
fect  triumvirate  of  the  forces  vying  for  control  of  Web 
dollars — e-tailer  Amazon.com  Inc.,  online  broker 
Charles  Schwab  and  software  giant  Microsoft  Corp. 

Those  findings  don’t  surprise  Richard  Erario,  vice 
president  of  electronic  commerce  for  Chase  Manhattan 
Bank.  Erario,  who  has  been  working  to  develop  soft¬ 
ware  for  business-to-business  e-commerce  functions, 
knows  his  financial  institution  faces  competition  not  just 
from  other  venerable  financial  giants  but  also  from 
impertinent  newcomers  with  names  like  CyberCash  Inc. 
and  Intuit  Inc.  “With  a  lot  of  these  solutions  we’re  devel- 
oping,  our  competitors  are  major  software  companies,” 
Erario  concedes.  “That’s  definitely  where  we’re  headed.” 

Under  Pressure 

Since  World  War  II,  banks  have  watched  their  mar¬ 
ket  share  shrink  dramatically,  eaten  away  by  nonbank 
players  in  the  insurance,  stock  brokerage  and  indepen¬ 
dent  mortgage  loan  business.  In  1950,  banks  controlled 
75  percent  of  financial  transactions,  but  these  days  that 
figure  has  fallen  to  25  percent,  notes  Richard  Crone,  a 
vice  president  and  general  manager  with  CyberCash  and 


"Banks  have  the  opportunity  to 
play  a  vital  role  in  the  digital  age, 
or  lose  it  all  to  newcomers." 

-ESTHER  DYSON  IN  RELEASE  2.1:  A  DESIGN 
FOR  LIVING  IN  THE  DIGITAL  AGE 
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a  former  director  of  KPMG  Peat  Marwick  LLP’s  Center 
for  Electronic  Banking. 

It’s  not  that  banks  aren’t  eager  to  build  business 
online.  While  Internet  spending  still  represents  a  tiny 
fraction  of  the  $150.9  billion  worldwide  financial  ser¬ 
vices  IT  budget,  the  volume  of  dollars  earmarked  for 
Web  development  is  growing,  according  to  a  study  by 
Newton,  Mass. -based  Meridien  Research  Inc.  In  1997, 
the  combined  financial  services  industry  (including 
banks,  securities  firms  and  insurance  companies)  spent 
$550  million  on  Internet-based  corporate  financial  ser¬ 
vices.  By  2001,  Meridien  projects  that  number  to 
nearly  double,  to  $926  million. 

Banks  bother  because  customers  want  desktop  access 
to  their  accounts,  both  personal  and  commercial.  But 
banks  themselves  stand  to  save  a  bundle  as  well.  A  Web- 


based  transaction  costs  pennies  to  process,  whereas 
phone  or  ATM  transactions  cost  upward  of  50  cents 
and  more  than  $1  for  a  visit  to  a  human  teller.  At  the 
same  time,  there’s  evidence — on  the  consumer  side  any¬ 
way — that  many  people  have  returned  to  banking  in 
person,  by  phone  or  at  ATMs,  according  to  a  survey 
released  in  August  1999  by  Cyber  Dialogue,  a  New 
York  City-based  marketing  company,  and  consultancy 
Booz- Allen  &  Hamilton  Inc.  Half  of  the  1,000  Internet 
users  surveyed  say  they  quit  using  online  banking  ser¬ 
vices  after  finding  the  process  too  complicated  or  cus¬ 
tomer  service  response  too  poor.  The  Cyber  Dialogue 
study  concludes  that  financial  institutions  need  to  act 
quickly  to  leverage  their  main  assets:  electronic  trans¬ 
action  experience  and  existing  customer  databases. 
Specifically,  the  report  recommends  that  banks  invest  in 
high-transaction  technology,  robust  e-mail  and  tele¬ 
phone  help  services,  and  top-quality  navigation  tools 
such  as  search  functions  and  site  maps. 

Meanwhile,  banks  continue  to  develop  new  services, 
primarily  for  individual  customers.  Mellon  Bank  Corp. 
of  Pittsburgh,  for  example,  has  developed  a  portal  site 
that  allows  customers  to  review  their  accounts,  pay  and 
present  bills,  and  access  mutual  funds  and  news,  sports 
and  lifestyle  information,  says  President  and  CIO  Allan 
Woods.  Even  small  community  banks  now  earn  the  loy¬ 
alty  of  individual  customers  who  live  so  far  away  that 
they  may  never  have  heard  of  the  institution  before  the 
advent  of  the  Internet.  Salem  Five  Cents  Savings  Bank 
in  Salem,  Mass.,  an  early  and  enthusiastic  adopter  of 
online  banking,  now  gets  fully  10  percent  of  its  con¬ 


sumer  business  over  the  Web,  serving  6,000  customers 
in  all  50  states  and  12  other  countries. 

But  while  Internet  budgets  are  climbing,  many  banks 
have  been  too  busy  with  other  challenges  to  roll  out 
industrial-strength  corporate  services,  which  require 
much  more  back-end  programming  and  systems 
integration  than  consumer  services.  Dozens  of  U.S.  com¬ 
mercial  banks  have  been  merged  or  acquired  over 
the  past  10  years,  leaving  the  new,  bigger  corporations 
with  an  awkward  mix  of  new  technologies  and  legacy 
systems. 

Take  BankBoston,  an  institution  created  when  one 
Boston-based  financial  giant,  Bank  of  Boston,  acquired 
rival  BayBank  in  July  1996 — and  which  now  itself  faces 
acquisition  by  Boston-based  Fleet  Financial  Group  Inc. 
Analysts  have  said  that  the  success  of  the  latest  merger, 
worth  $16  billion,  depends  largely  on  the 
new  entity’s  ability  to  restructure  itself  to 
support  e-commerce.  And  Fleet  CEO 
Terrence  Murray  has  said  his  top  goal 
includes  figuring  out  how  to  continue  to 
offer  traditional  banking  services  and 
earn  profits  online  from  those  customers 
who  grow  up  expecting  to  do  business 
online.  (Last  fall,  BankBoston  had  about 
350,000  online  customers,  compared 
with  Fleet’s  200,000).  But,  as  at  nearly 
every  other  financial  institution,  online 
expansion  remains  a  lower  priority  than  Y2K  prepara¬ 
tions — and  with  allaying  customer  fears  before  and  after 
the  clocks  strike  midnight  on  Dec.  31. 

Even  before  the  latest  ownership  change,  BankBoston 
had  some  catching  up  to  do  on  the  online  corporate 
financial  services  side.  While  the  bank’s  retail  customers 
can  initiate  payments  through  a  browser,  its  business 
customers  still  access  the  bank’s  mainframes  through 
aging  PC-based  clients.  To  bring  its  commercial  finan¬ 
cial  services  to  the  Internet,  BankBoston  must  first  con¬ 
solidate  five  different  PC  products,  each  with  its  own 
distinct  functions  and  interface.  Some  of  its  PC-based 
products  were  developed  in-house  and  others  acquired 
as  part  of  the  earlier  merger;  one  package  still  relies  on 
DOS,  while  the  other  four  run  on  Windows. 

Cultural  Challenges 

Before  they  can  bring  many  complex  financial  ser¬ 
vices  online,  banks  often  must  figure  out  how  to  pull 
their  stratified  organizations  together.  Many  still  oper¬ 
ate  as  a  string  of  carefully  shielded  fiefdoms,  using  indi¬ 
vidual  departments  setting  up  software  and  systems  to 
handle  core  functions  that  may  or  may  not  interact  with 
other  functional  areas.  For  instance,  account  inquiry  or 
automated  clearinghouse  (ACH)  transfers  may  be  pro¬ 
cessed  on  one  system,  stock  trades  on  another  and  inter¬ 
national  transactions  on  a  third.  These  systems  usually 
run  on  separate  mainframes  and  must  be  accessed  by 
bank  staffers  through  widely  varying  interfaces. 
Sometimes  information  may  be  stored  in  completely 


"With  a  lot  of  these  solutions  we're 
developing,  our  competitors  are 
major  software  companies.  That's 
definitely  where  we're  headed." 

-RICHARD  ERARIO,  V.P.  OF  E-COMMERCE, 
CHASE  MANHATTAN  BANK 
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Your  customers  test  your  site  every  day  -  shouldn’t  you  know  what  they  see? 

Don't  rely  on  customer  complaints  to  identify  problems  on  your  e-business  website.  Find  and 
repair  problems  before  they  cause  customers,  and  revenue,  to  go  to  a  competitor's  site. 
Watchfire's  e-business  quality  analysis  and  reporting  solutions  help  organizations  ensure  their 
e-business  sites  are  providing  reliable  high-quality  service,  resulting  in  increased  customer 
retention,  revenue  generation  and  competitive  advantage.  Watchfire's  products  make  it  sim¬ 
ple  to  ensure  e-business  sites  maintain  the  highest  levels  of  content  quality,  application  func¬ 
tionality,  site  accessibility  and  site  usability.  Used  by  more  than  50%  of  the  Fortune  500, 
Watchfire's  e-quality  software  solutions  let  e-businesses  measure  site  quality,  pinpoint  potential 
hazards,  before  their  customers  do. 


Don't  be  blindsided  by  the  costly  results  of  poor  website  quality  -  visit  our 
site  today  to  learn  how  our  products  help  e-businesses  be  successful. 
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Setting  the  Standard 

E-banks  aren ’t  all  on  the  same  page  yet — 
but  they're  working  on  it 

HEN  SOME  FUTURE  BUSINESS  SCHOOL  TEXTBOOK  CHRONI- 
cles  the  history  of  online  banking,  the  chapter  on 
1999  could  well  be  titled  "The  Year  Before  the 
Revolution." 

Currently,  only  about  6  percent  of  U.S.  banks  and  credit 
unions  offer  online  services,  according  to  the  American  Bankers 
Association,  a  New  York  City-based  trade  group.  But  the  indus¬ 
try  clearly  expects  that  percentage  to  soar  as  both  corporate 
and  individual  customers  demand  capability  to  manage  their 
accounts,  make  investments  and  handle  bills  online. 

More  than  7,200  U.S.  banks  and  credit  unions  will  invest  in 
online  banking  applications  this  year,  up  from  just  1,200  who 
did  so  in  1998,  according  to  research  by  International  Data 
Corp.  of  Framingham,  Mass.,  a  sister  company  to  CIO 
Communications  Inc.  Analysts  project  even  faster  growth  begin¬ 
ning  next  year,  once  banks  (and  everyone  else)  can  redirect 
resources  long  assigned  to  Y2K  preparedness. 

Banking,  a  highly  competitive  industry  whose  major  players 
tend  to  keep  their  technology  initiatives  top  secret,  now  collab¬ 
orate  in  at  least  one  key  area:  setting  e-banking  technology 
standards.  Heading  those  efforts  is  the  Banking  Industry 
Technology  Secretariat  (BITS),  formed  in  1996  as  the  IT  arm  of 
The  Financial  Services  Roundtable,  a  Washington,  D.C.-based 
trade  group.  BITS,  whose  board  of  directors  includes  the  chair¬ 
men  and  CEOs  of  the  nation's  14  largest  banks,  launched  its 
flashy  new  Financial  Services  Security  Laboratory  in  Reston,  Va., 
earlier  this  year.  (For  information  on  the  lab,  visit 
www.bitsinfo.org.) 

Researchers  at  the  lab  test  security-related  products,  includ¬ 
ing  browsers,  transaction  software  and  firewalls.  Using  stan¬ 
dards  set  by  IT  executives  at  member  banks,  researchers  evalu¬ 
ate  how  well  products  meet  specific  security  attributes  such  as 
authentication,  integrity,  privacy  and  authorization.  Products 
passing  lab  scrutiny  qualify  for  the  BITS  Tested  Mark,  a  Good 
Housekeeping-like  stamp  of  approval  that  appears  on  the  BITS 
Web  site. 

Industry  leaders  say  such  objective  third-party  testing  will 
help  banks  save  time  and  money  while  implementing  the  most 
up-to-date  e-commerce  security  solutions.  That,  in  turn,  should 
stimulate  widespread  demand  for  online  banking  services.  As 
KeyCorp  Chairman  and  CEO  Robert  W.  Gillespie,  who  heads  the 
roundtable's  board  of  directors,  puts  it:  "Security  is  the  key  to 
consumer  confidence." 


incompatible  database  formats,  notes  Meridien  Research 
Director  Octavio  Marenzi.  “For  example,  if  a  bank 
wants  to  present  trade,  ACH  and  cash  management  ser¬ 
vices,  each  may  have  a  separate  password  [right  now],” 
he  notes.  “Depending  on  how  things  are  structured,  they 
might  have  to  make  all  sorts  of  changes  if  they  want  to 
offer  a  single  interface.” 

Finally,  banks  need  to  develop  entirely  new  ways  of 
approaching  their  business,  says  Diana  Brown,  vice  pres- 

Half  of  the  1,000  Internet  users 
surveyed  by  Cyber  Dialogue  in 
August  1999  say  they  quit 
using  online  banking  services 
after  finding  the  process  too 
complicated  or  customer 
service  response  too  poor. 

ident  and  general  manager  of  the  Financial  Markets 
Business  unit  at  Scient  Corp.,  a  San  Francisco-based  com¬ 
pany  that  specializes  in  helping  banks  and  other  corpo¬ 
rate  clients  develop  e-commerce  strategies  (see  “Hired 
Guns,”  Page  65).  “For  the  first  time,  banks  have  to  inte¬ 
grate  strategies  across  all  lines  of  business,”  integrating 
around  customers,  not  their  own  lines  of  business  or 
locations,  Brown  says.  “It  forces  them  to  think  about 
[questions  such  as],  ‘What  functions  are  we  putting  on 
which  channel?  How  do  we  cross-sell?  What  do  we  want 
customers  to  do  on  their  own?  And  where  do  we  want 
to  provide  value-added  services?”’ 

Playing  Catch-Up 

Analysts  say  offering  a  full  range  of  Web-based  ser¬ 
vices  to  commercial  customers  as  well  as  to  individual 
ones  is  critical  for  financial  institutions  that  want  to  sur¬ 
vive  in  the  21st  century.  And  bankers  know  it.  “This  has 
to  happen — there  is  no  choice,”  says  Susan  Rugnetta, 
BankBoston’s  managing  director  in  the  finance  depart¬ 
ment.  “Our  customers  want  ease  of  use,  and  with  Web- 
based  technology,  it’s  going  to  be  much  easier  to  present 
a  single  window  to  all  the  information  the  client  needs.” 

Through  Internet-based  corporate  financial  services, 
banks  should  have  access  to  an  additional  40  million  to 
50  million  small-  to  medium-size  customers  capable  of 
quadrupling  the  industry’s  cash-management  revenues 
to  $80  billion  by  2004,  projects  Palo  Alto,  Calif.-based 
research  firm  Killen  Sc  Associates. 

Aware  of  this  potential,  First  Union  Corp.  budgeted 
$70  million  through  next  year  for  cash-management 
product  development,  most  of  which  will  go  to  Internet 
products,  according  to  Randall  York,  senior  product 
developer  with  the  information  reporting  team  for  the 
bank’s  Global  Cash  Management  area.  The  Charlotte, 
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Whether  your  power  protection  problems 
are  large  or  small,  nobody  has  more 
solutions  than  Powerware. 


POWERWARE  3: 

Backing  up  desktops 
and  Ians,  so  data  isn’t  lost 


POWERWARE  5: 

Backing  up  the  server  room, 
so  crucial  networks  don’t  go  down 
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POWERWARE  9:  — " 

Backing  up  critical  systems  and 
equipment,  when  reliable  power 
is  an  absolute  must. 


Formerly  Exide  Electronics 


Even  the  most  experienced  IT  professional  probably 
isn't  aware  of  all  the  potential  power  threats  out  there 
—  from  subtle  distortions  that  damage  data,  to  full¬ 
blown  blackouts  that  shut  down  a  business. 

Luckily,  there's  Powerware.  We  are  the  UPS  experts. 
Offering  not  just  products,  but  top-to-bottom  solutions: 
Series  3  for  the  most  common  power  threats  (failures, 
surges  and  sags);  Series  5  for  mid-  to  high-level  protection; 
and  Series  9  for  the  most  mission-critical  operations. 


What's  more,  we'll  help  you  determine  the  precise 
level  of  protection  you  need,  complete  with  our 
unmatched  monitoring  and  shutdown  software  and 
on-site  support. 

To  learn  more,  check  out  www.powerware.com/359. 
Or  call  us  at  877-PWRWARE  (877-797-9273).  It's 
the  kind  of  move  that  can  earn  you  the  corner  office. 


POWERWARE 

POWERING  THE  WORLD 


An  Invensys  company 


WEB-BASED  FINANCIAL  SERVICES 


N.C. -based  bank’s  first  products  are  targeted  to  small 
businesses,  which  are  “much  more  likely  to  use  the 
Internet  as  their  primary  source,”  York  says.  “Their 
needs  are  [less  complex  than  those  of]  large  businesses.” 

When  banks  do  provide  their  corporate  customers 
with  Web  access,  they  often  get  enthusiastic  response. 
When  $2.1  billion  Vermont  National 
Bank  kicked  off  its  cor¬ 
porate  Web  product,  for 
example,  50  of  the  bank’s 
225  commercial  cus¬ 
tomers  signed  up  within 
the  first  day  it  became 
available,  says  John  Re¬ 
villa,  vice  president  of 
operations  for  the  Brattle- 
boro-based  company.  The 
high  turnout  came  even 
though  the  bank  initially 
offered  only  ACH  transfers 
and  a  handful  of  other  pay¬ 
ment  capabilities.  Its  DOS 
product,  which  has  been 
available  for  more  than  a 
decade,  offers  customers 
checking  account  and  loan 
information  as  well  as  direct 
deposit  service,  debiting  and 
crediting,  vendor  payments 
and  tax  payments. 

Like  consumers,  commer¬ 
cial  customers  aren’t  nearly 
as  afraid  of  the  Web  as  they 
used  to  be,  Revilla  says.  “I 

think  there’s  more  of  an  _ _ 

understanding  among  cus¬ 
tomers  of  how  encryption  works,  and  that  we  have  ade¬ 
quate  security,”  he  says.  “There’s  actually  less  security 
risk  with  the  Web,  fire.walls  and  encryption  than  with  a 
modem  on  the  desk  connected  to  a  network.” 

Slow  Motion 

Even  with  the  Web  hitting  full  maturity,  many  banks 
don’t  expect  to  roll  out  corporate  financial  services 
within  the  next  year.  Some  clients  still  use  decades-old 
“green  screen”  terminals  connected  to  bank  mainframes 
and  are  happy  with  the  solution  they’ve  got,  thank  you 
very  much.  Others  think  they’re  doing  fine  with  their 
trusty  PCs.  “I  think  you  may  find  that  proprietary  net¬ 
works  linger  for  a  long  time,”  says  Philip  Bligh,  founder 
and  CEO  of  Chicago-based  consulting  and  systems  inte¬ 
gration  company  Inforte  Corp.,  whose  customers  include 
Citibank  and  Harris  Bank.  “Banks  can  start  to  roll  out 
an  architecture  they  want  everyone  to  migrate  to,  but  tak¬ 
ing  away  proprietary  networks  is  a  big  change  for  cus¬ 
tomers — they  have  to  change  technology  on  their  side.” 

Some  banks  remain  nervous  about  their  inability  to 
control  the  whole  customer  experience.  That’s  why 


Best  of  the  E-Banks 

B rick-and-mortar  and  Internet-only 
banks  can  both  get  high  marks 

The  top  10  financial  institutions  providing 
online  banking,  ranked  on  criteria  such  as  s.te 
resources,  customer  confidence  and  relatron- 

ship  services  * 

Security  First  Network  Bank,  Atlanta 
Wells  Fargo  &  Co.,  San  Francisco 
Net.Bank,  Atlanta 
Citicorp's  Citibank,  New  York  City 
Huntington  Bancshares  Inc.,  Columbus,  Ohio 
Salem  Five  Cents  Savings  Bank,  Salem,  Mass. 
Bank  One  Corp.,  Columbus,  Ohio 
Bank  of  America  Corp.,  San  Francisco 
CompuBank,  Houston 

First  Internet  Bank  of  Indiana,  Indianapolis 
*  Internet-only  bank 

SOURCE:  THE  GOMEZ  INTERNET  RANKER  SCORECARD.  GOMEZ  ADVISORS  INC 
{ wWW.GOMEZ.COM ) 


First  Union  is  phasing  in  its  Web  product  a  bit  at  a 
time.  First  Union’s  product  allows  customers  to  make 
wire  and  ACH  transfers,  monitor  the  status  of  pay¬ 
ments,  keep  an  eye  on  interest  accrued  and  owed,  and 
more — but  the  bank  must  gradually  wean  its  customers 
off  old  technology  at  the  same  time.  Like  many  of  its 

competitors,  the  bank  still 
supports  old  technologies 
even  with  its  new  Web- 
based  services.  First  Union 
has  offered  both  PC-based 
and  dumb  terminal  access 
to  cash-management  infor¬ 
mation  for  several  years. 


To  access  First  Union’s 
Web  product,  Web  In- 
Vision,  corporate  cash- 
management  customers 
come  in  through  the 
bank’s  home  page  and  log 
in  with  a  password  com¬ 
bination.  First  Union’s 


customers  can  initiate 
domestic  wire  transfers 
and  automated  clearing¬ 
house  transfers  and 
book  transfers,  make 
stop-payment  orders 
and  pull  down  reports 
online. 

Ultimately,  banks  that 
don’t  ratchet  up  their 
Web-based  corporate  fi¬ 
nancial  services  can  ex¬ 
pect  flak  from  both  indi¬ 
vidual  and  corporate  customers.  While  the 
majority  are  plugging  away  at  bringing  the  standard  PC 
apps  used  by  commercial  customers  onto  the  Web  one 
at  a  time,  they  aren’t  feverishly  worried  about  turning 
out  a  fully  functional  integrated  product,  says  George 
Kivel,  Mainspring’s  managing  director.  “Most  banks 
have  committed  to  doing  something  on  the  Internet,  but 
I  don’t  think  any  of  them  consider  it  a  strategic  initia¬ 
tive,”  he  says.  “If  large  numbers  of  customers  were 
going  to  another  bank  because  it  offered  Internet  cash 
management,  banks  would  provide  it.  But  they  aren’t, 
and  so  the  adoption  rate  is  slow.” 

When  it  comes  right  down  to  it,  Web-based  products 
aren’t  worth  the  sweat  needed  to  implement  them  unless 
they  do  something  the  PC-based  clients  can’t  do  or  at 
least  offer  all  of  the  functions  the  PC  products  offer,  says 
Meridien  Research’s  Marenzi.  “If  you’re  simply  going 
to  take  an  existing  PC-based  application  and  offer  some¬ 
one  a  reduced  subset  of  that  functionality  via  a  browser, 
that  doesn’t  offer  a  competitive  advantage,  really,” 
Marenzi  says.  “It’s  just  not  terribly  important.”  EEJ 

Anne  Zieger,  a  Reston,  Va. -based  technology  and  busi¬ 
ness  editor,  can  be  reached  at  azieger@erols.com. 
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Seeing  Double? 

nah...we’re  just  that  good! 


Aladdin  is  proud  to  announce  eSafe  Protect,  our  innovative  anti-virus  and  content 
security  software,  has  won  PC  Magazine’s  Editors’  Choice  Award  for  Best  Internet 
Security  Suite  for  the  second  consecutive  year.  eSafe,  Aladdin’s  award-winning 
anti-virus,  anti-vandal,  and  content  security  suite,  allows  for  complete  Internet 
protection  from  the  Gateway  to  the  Desktop,  securing  enterprises  world-wide  from  even  the 
most  harmful  Internet  threats. 

If  you  want  the  most  up-to-date  information  on  content  security  threats,  subscribe  to 
our  new  Content  Security  Advisory  Service  at  www.esafe.com/csac/,  or  call 
(888)  772-3372  ext.  347  for  your  FREE  Internet  security  information  kit. 

efafe  - 
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Securing  the  Global  Village 
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Now.  The  most  efficient  way 
to  buy  or  sell  a  truckload  of  surplus. 

(Or  a  surplus  truck.) 


Thousands  of  companies  are  buying  and  selling  surplus  merchandise  and  equipment  in  a  whole  new  way. 
Our  online  auctions  make  it  easier,  faster  and  more  efficient  to  buy  and  sell  surplus  at  good  prices, 
just  click  onto  our  easy-to-use  website  and  you're  in  business.  Or  call  Peter  Morin,  VP  Global  Sales,  at  1-888-525-TRADE. 

www.tradeout.com 


The  world's  leading  online  surplus  marketplace. 


E-STRATEGY 


HIRED 


By  Anne  Stuart 


E-commerce  strategists  are  battling  to  become  the 
brainpower  behind  online  business.  Clients  call 
them  essential.  Critics  call  them  overrated. 


c 


□ 


hey’ve  been  dubbed  the  new  consultants, 

the  e-consultants,  the  e-business  builders,  the  Internet  strategists,  the  digi¬ 
tal  strategists,  the  electronic-commerce  innovators,  the  interactive  rela¬ 
tionship  managers,  the  solutionists.  Christopher  Lochhead,  who  is  one, 
calls  them, something  else.  “We  are  the  Marines  of  the  business,”  says 
Lochhead,  the  unabashedly  promotional  chief  marketing  officer  for  Scient 
Corp.  Not  only  does  his  23-month-old  San  Francisco-based  consulting  company  con¬ 
sist  of  an  elite  cadre  of  specialists,  but,  he  says,  those  spe¬ 
cialists  can  mobilize  quickly,  efficiently  and  decisively  to  craft 
and  execute  strategies  for  do-or-die  e-commerce  ventures  at 
both  brick-and-mortar  companies  and  daring  new  dot-coms. 

After  deployment,  an  occupation  force  may  stick  around  for 
years,  helping  the  client  quell  competitor  uprisings  or  mar¬ 
ket  changes. 

In  today’s  cutthroat  e-business  environment,  the  buzz¬ 
words  have  changed  yet  again.  Lochhead  calls  e-business 
startups  “attack  businesses,”  operating  not  under  a  para¬ 
digm  shift  but  under  paradigm  violence,  a  sudden,  drastic 
and  irreversible  transformation  in  their  markets. 

And  to  deal  with  that,  he  and  other  e-business  strategists 
say,  companies  need  guidance  from  experts  who  know  the 
territory,  know  the  enemy  and  know  how  to  map  out  a  fast, 
comprehensive  take-no-prisoners  strategy. 


Reader  ROI 
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egy  industry  has  grown 
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-commerce  strategists  say  three  main  fea¬ 
tures  distinguish  them  from  their  ances¬ 
tors,  the  big-time  consulting  companies 
and  traditional  systems  integrators,  and 
their  cousins,  the  Web  design  or  advertis¬ 
ing  agencies.  First,  they’re  faster  and  more 
flexible.  Many  pledge  to  launch  a  global  high-trans¬ 
action  e-business  in  anywhere  from  10  weeks  to  six 
months,  as  opposed  to  old-fashioned  startup  plans, 
which  are  measured  in  years.  “The  traditional  12- 
month  strategic  planning  process  no  longer  works,” 
says  Randall  Hancock,  senior  vice  president  of  e- 
strategy  for  Mainspring  Communications  Inc.  in 
Cambridge,  Mass.  “I  no  longer  even  have  six 
months.  I  have  six  weeks.” 

Equally  important:  While  most  e-commerce 
strategists  do  build  e-commerce  systems,  they  don’t 
consider  themselves  Web  designers  or  developers. 
They  emphasize  business  strategy  as  least  as  much 
as  technology  and  tactics.  Mainspring  went  so  far 


as  to  register  the  trademark  for  “eStrategy.”  Some 
don’t  even  get  their  hands  dirty  with  IT  implemen¬ 
tation.  “We  are  not  in  the  business  of  installing  huge 
armies  of  programmers,”  says  John  Sviokla,  part¬ 
ner  at  Chicago-based  Diamond  Technology  Partners 
and  head  of  its  digital  strategy  practice.  “Generally, 
we  act  more  as  a  general  contractor,”  helping  clients 
develop  new  business  plans,  then  hire  other  com¬ 
panies  to  install,  implement  and  maintain  the  tech¬ 
nology  to  make  the  change  happen. 

Finally,  despite  their  aggressive  approach,  e- 
commerce  strategists  tend  to  avoid  the  quick-hit, 
project-oriented  approach.  Agency.com  recently 
turned  down  a  major  high-technology  client  for 
what  amounted  to  a  one-night  stand.  “We  want  a 
long-term  relationship,  a  strategic  partner,”  says 
Monica  Fried,  communications  director  for  the  New 
York  City-based  company.  Those  arrangements  ben¬ 
efit  clients  as  well  “because  the  strategists  have  to 
live  with  the  implementors,”  says  Agency.com  CEO 


Scient's 
Christopher 
Lochhead  and 
Diana  Brown 
strategize  to 
help  clients 
conquer  new 
markets. 
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Name 

Rachel  Meadows 

Occupation 

Web  Designer 

Head  of  Household 

Yes 
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Age  of  Householder 

27 

Household  Income 

$53,000 
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Home  Owner 

No 
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Current  Services 

Checking  Account 

Savings  Account 

Student  Loan 

Car  Loan 

Credit  Card 

Credit  Rating 

820 

Usage  Profile 

On-Line  Banking  Account 
Above-average  ATM  usage 

Direct  Deposit 

Electronic  payment  of 

Student  Loan,  Car  Loan, 

Utilities 

8  payments  remaining  on 

Student  Loan 

21  payments  remaining  on 

Car  Loan 

Wj 

Projected  Lifetime 

$423,000 

Customer  Value 

Dynamic 

Customers 

deserve 

Dynamic 

Relationships 

Deliver  dynamic  relationships  with  a  dynamic 
application  -  on  time  and  on  budget.  Chordiant  is 
a  fast,  flexible  application  that  manages  and  drives 
complex  customer  relationships  in  an  integrated 
multi-channel  environment,  including  the  Web! 
Call  us  at  1.888.CHORDIANT. 


www.chordiant.com 


One  Click.  One  Call.  One  Customer. 


Chordiant 

SO  FTWAR  E,  INC. 


E-STRATEGY 


Chan  Suh.  “The  strategies  are  very  firmly  rooted  in 
reality.”  Scient  thinks  the  same  way.  Typically,  a 
Scient  team  helps  the  company  develop  and  imple¬ 
ment  an  e-commerce  strategy  in  a  matter  of  months, 
then  stays  on  board  as  long  as  necessary  to  help  the 
client  change  course. 

Certainly  demand  is  there.  U.S.  companies  will 
invest  more  than  $203  billion  in  Internet  business 
initiatives  by  2002,  according  to  research  by 
International  Data  Corp.  of  Framingham,  Mass.,  a 
sister  company  to  CIO  Communications  Inc.  Not 
surprisingly,  the  growth  of  e-commerce  consulting 
should  keep  pace:  Businesses  will  spend  $50  billion 
a  year  on  Internet  strategic  services  by  2005,  accord¬ 
ing  to  Hambrecht  &  Quist  LLC,  the  San  Francisco- 
based  research  and  investment  company.  Accord¬ 
ingly,  e-business  strategists  are  staffing  up.  Agen- 
cy.com,  for  instance,  started  as  a  two-person  Web 
development  company  in  late  1995;  by  September 
1 999,  when  it  filed  for  an  initial  public  offering,  the 
company  had  grown  to  850  employees  in  1 1  offices 
worldwide.  Scient,  founded  in  early  1998,  has  al¬ 
ready  grown  to  more  than  400  people,  opening  its 
New  York  office  in  a  Soho  office  building  that  once 


Tricks  of  the  Trade 

John  Sviokla  on  the  four  steps  to 
doing  it  right 


John  Sviokla,  a  partner  with  Diamond  Technology 
Partners,  an  e-commerce  strategy  consultancy, 
previously  taught  at  Harvard  Business  School.  While 
there,  he  co-authored  an  influential  1994  Harvard 
Business  Review  article  arguing  that  as  companies  move 
from  physical  marketplaces  to  virtual,  information- 
based,  marketspaces,  they  create  entirely  new  ways  of 
thinking  about  business,  revenue  and  value. 


Companies  usually  need  to  realign  their  structures  to 
break  functional  "silos"  and  to  meet  very  different  e-business 
needs. 

0  What's  the  best  capital  structure?  With  all  the  hot 
Internet  stock  activity,  capital  markets  tend  to  reward  inno¬ 
vative  capital  structures  rather  than  traditional  ones,  Sviokla 
says.  "They're  buying  the  future  and  not  the  past." 


These  days,  Sviokla  says,  companies  moving  into  e-com¬ 
merce  face  four  questions. 

QWhat's  the  company's  digital  business  strategy?  What's 
the  right  value  proposition  for  its  new  business  model?  E- 
commerce  ventures  don't  usually  fit  neatly  into  established 
business  categories,  Sviokla  says.  Traditional  strategies  proba¬ 
bly  won't  fly  either. 

0What's  the  right  organizational  structure?  "Most  of  the 
time,  [existing  companies']  structures  are  designed  to 
sustain  the  existing  marketplace  model,"  Sviokla  says.  "But 
it's  like  any  other  machine:  You  can't  get  a  trench  digger  to 


O  Finally,  what's  the  correct  technology  platform? 
Companies  succeed  online  only  with  IT  designed  for  a  digital 
economy,  Sviokla  says.  And  the  e-commerce  technology 
must  integrate  seamlessly  with  customer-call,  billing  and 
shipping  systems. 

Marketspace  victors  work  simultaneously  on  several  ven¬ 
tures  and  are  "willing  to  kill  unworkable  projects  quickly," 
Sviokla  says.  They  also  tend  to  judge  success  by  risk-taking 
rather  than  by  traditional  ROI  measurements,  fund  e-com¬ 
merce  projects  by  milestones  rather  than  dates  and  cele¬ 
brate  failure  as  part  of  entrepreneurial  learning. 


be  a  lawnmower." 


-A  Stuart 
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IBM.  the  e-business  logo,  DB2.  DB2  Universal  Database  and  AIX  are  trademarks  of  International  Business  Machines  Corporation  in  the  United  States  and/or  other  countries.  Sun  and  Solaris  are  trademarks  of 
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I)B2  l  niversal  Database  powers  e-business  on  platforms  as  diverse  as  Smi  Solaris,  AIX, 
\\  indows  NT —and  now  Linux.  Let  a  free  developer’s  edition  at  www.ibm.com/soltware/data. 


E-STRATEGY 


housed  Andy  Warhol’s  famous  Factory.  And  e-com¬ 
merce  strategists  attract  high-profile  talent.  Scient 
CEO  Robert  M.  Howe,  who  previously  helped 
launch  IBM’s  consulting  business,  hired  his  execu¬ 
tive  team  from  the  top  ranks  at  IBM  Corp.  and 
AT&T  Corp.  Former  Release  1.0  newsletter  Editor 
Jerry  Michalski  now  does  some  consulting  work  for 
Scient.  Sviokla  came  to  Diamond  from  Harvard 
Business  School,  where  he  established  an 
international  reputation  as  an  e-business 
thought  leader  (see  “Tricks  of  the 
Trade,”  Page  68).  Diamond’s  on-call 
expert  network  includes  Internet  activist 
John  Perry  Barlow,  Walt  Disney 
Imagineering  Vice  President  Alan  Kay, 

MIT  Media  Lab  Associate  Director 
Andrew  Lippman  and  author  Larry 
Downes,  among  others.  Perhaps  not  coin¬ 
cidentally,  e-commerce  strategists  don’t 
come  cheap.  They  may  charge  six-figure 
fees  for  preliminary  research  and  recom¬ 
mendations,  then  work  with  million-dollar 
budgets  as  they  sweep  in,  set  up  camp,  and 
systematically  build  and  execute  an  e-busi- 
ness  strategy  for  conquering  existing  or  new 
markets.  Penny-pinching  usually  isn’t  even 
on  their  radar  screens.  “Almost  nothing  we 
do  is  associated  with  cost  reduction,  although 
that  might  occur,”  Lochhead  says. 

But  is  what  they  do  necessary?  While  vet¬ 
eran  Web  businesses  may  be  skeptical — after 
all,  many  started  with  no  hired  help — e-com¬ 
merce  strategists  and  their  clients  say  times 
have  changed.  To  compete  at  Internet  speed, 
what  Lochhead  calls  a  “here-today,  gone-later- 
today”  market,  both  existing  companies  and 
startups  need  to  hit  the  ground  running.  Lor 
maximum  efficiency,  clients  say,  it  makes  per¬ 
fect  sense  to  bring  in  savvy,  veteran  guides  to 
integrate  technologies,  point  out  organizational 
problems,  identify  business  opportunities  and 
threats,  and  set  priorities. 

“It’s  not  that  we  don’t  know  what  to  do,”  says 
Julia  Groves,  head  of  digital  channels  for  British 
Airways  in  London,  which  hired  e-commerce  con¬ 
sultant  Agency.com  to  develop  a  business  strategy 
for  its  highly  acclaimed  Web  site.  “We  just  need  to 
do  it  fast  and  do  it  right.”  The  company  also  needs 
to  do  it  globally,  she  adds.  “Being  born,  bred  and 
based  in  the  U.K.,  we  want  to  feel  that  we  are  keep¬ 
ing  pace  with  the  U.S.  market,  not  just  the  U.K.  or 
European  markets,”  she  says.  “Agency.com  keeps 
us  in  touch  with  the  New  York  market.” 

At  Compaq  Computer  Corp.  in  Houston,  an 
Agency.com  team  has  repeatedly  “helped  us  get  to 
market  faster,”  says  Seth  Romanow,  director  of  mar¬ 
keting  and  communications  for  the  company’s 
online  stores  at  Compaq.com.  “They’ve  helped  us 
turn  things  around  very,  very  quickly.  They  under¬ 


stand  who  we  are  and  how  we  work.  They  under¬ 
stand  our  customers  and  our  offerings....  Our  time 
to  market  is  usually  faster  and  the  work  is  usually 
better.”  In  one  case,  Agency.com  helped  Compaq 
redesign  the  front  end  of  its  PC  order  platform, 
allowing  the  company  to  deploy  several  extranets 
to  serve  its  large  business  accounts  in  a  matter  of 
weeks.  Agency.com 


Agency.com's  CEO 
Chan  Suh  prefers 
long-term  rela¬ 
tionships  with 
clients  over  quick- 
hit  assignments. 


and  Compaq  have  worked  together  on  a  variety  of 
e-commerce  projects  over  the  past  few  years. 
“They’re  tasked  with  ensuring  the  long-term  via¬ 
bility  and  growth  of  Compaq.com,”  Romanow 
says.  And  that  commitment  makes  all  the  difference: 
“If  something  doesn’t  work,  they’re  here  to  share 
the  blame  as  well  as  the  glory.” 

Agency.com  began  its  work  with  Compaq  in  mid- 
1998  by  auditing  its  site  and  recommending  imme¬ 
diate  improvements,  some  as  simple  as  adding  links 
to  the  home  page  for  all  product  lines  rather  than 
forcing  customers  to  drill  down  deeper  to  find  them. 
Some  recommendations  were  more  involved: 
Agency.com  helped  Compaq  see  that  its  customers 
didn’t  necessarily  view  themselves  and  their  computer 
needs  the  same  way  Compaq  did.  The  company  had 
split  its  product  offerings  into  three  customer  cate- 
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Online  retailing,  barnesandnoble.com’s  vision.  Cable  &  Wireless’ backbone. 


CABLE  &  WIRELESS 


barnesandnoble.com  is  one  of  the  largest  retailers 
on  the  Internet  -  with  millions  of  books,  music 
and  software  titles  available  online. 

In  order  for  barnesandnoble.com  to  stay  online 
without  putting  revenues  on  the  line,  the  company 
needs  an  exceptional  Web  hosting  solution.  A 
solution  that’s  reliable,  scalable  and  unquestionably 
global.  And  we’re  proud  to  say  Cable  &  Wireless 
provides  it. 

We  not  only  host  the  barnesandnoble.com  site, 
but  we  also  support  it  with  one  of  the  world’s 
most  technologically  advanced  backbones. 


This  gives  the  company  all  the  power  and  peace 
of  mind  it  needs  to  do  business  really  confidently 
on  the  Web. 

And  we  provide  the  same  service  for  three  of 
the  top  five  news  and  information  sites,  three  of 
the  top  five  marketing  sites  and  two  of  the  top 
five  shopping  sites  -  each  of  which  receives 
millions  of  hits  per  day. 

So  if  you  want  to  grow  your  business  on  the  Web, 
talk  to  Cable  &  Wireless.  We  deliver  net  results. 
Cable  &  Wireless.  Web  hosting  with  backbone. 


Visit  us  at  www.cwusa.com 


E-STRATEGY 


gories:  home  user,  small-  to  medium-size  businesses 
and  enterprise  solutions.  But  through  Agency.com’s 
research,  Compaq  found  customers  wanted  to  view 
and  evaluate  a  broad  range  of  products — regardless 
of  how  Compaq  had  categorized  them  or  where  the 
products  were  promoted  on  its  Web  site.  As  a  result, 
Compaq  redesigned  its  stores  to  provide  much  more 
integration  between  the  product  lines.  “[Agency.com] 
provides  us  with  a  good,  objective  sense  of  the  user 
experience,”  Romanow  says. 

E-commerce  strategists  say  they  can  apply  their 
expertise  to  any  e-commerce  venture,  even  if  they’ve 
previously  specialized  in  other  industries.  Scient,  for 
instance,  points  with  pride  to  a  diverse  client  list  that 
includes  First  Union  Corp.,  S.C.  Johnson  &c  Son  Inc., 
eBay  Inc.,  PlanetRx.com  Inc.  and  National 
Association  of  Realtors’  Realtor.com.  “We’ve  built 
40  of  these  things,”  Lochhead  says  of  the  e-busi¬ 
nesses.  “No  matter  how  good  your  team  is,  there  is 
not  a  chance  you’re  going  to  be  able  to  duplicate 
what  we  have.”  On  the  other  hand,  there’s  the  argu¬ 
ment  that  thousands  of  highly  successful  Web  ven¬ 
tures  started  on  little  more  than  a  big  idea,  a  little 
cash,  a  lot  of  sweat  equity — and  no  hired  guns.  Their 
founders,  some  millionaires  many  times  over,  love 
spinning  their  legends  of  launching  an  e-business  on 


a  shoestring.  Cyberian  Outpost  Inc.’s  Darryl  Peck 
launched  his  Kent,  Conn. -based  computer-products 
retailer  in  1995  for  $28,000  after  reading  a  Web  site¬ 
building  guide  (see  “Just  Did  It,”  CIO  Section  2, 
May  1, 1999).  Many  other  companies  have  launched 
sites  with  virtual  budgets,  working  with  existing 
employees  and  tiny  hardware  investments. 

For  instance,  Arthur  Tisi,  CIO  of  The  Metro¬ 
politan  Museum  of  Art  in  New  York  City,  says  he’s 
turned  to  outside  specialists  occasionally  in  devel¬ 
oping  the  organization’s  busy  e-commerce  site.  But 
he  prefers  to  rely  on  internal  intuition  and  expertise, 
pooh-poohing  the  idea  that  e-commerce  strategists 
keep  companies  abreast  of  critical  trends.  “A  year- 
and-a-half  ago,  if  we’d  had  one  of  those  companies 
come  in,  they  would  have  been  talking  about  push 
[technology]  and  streaming  [audio  and  video],”  Tisi 
says.  “We  would  have  built  our  Web  strategy  around 
that,  and  we  would  have  been  wrong.”  As  for  the 
argument  that  e-strategists  bring  outside  experience, 
Tisi  argues  that  no  Web  project  worth  its  bandwidth 
can  be  designed  using  existing  templates.  “You  may 
be  getting  watered-down,  homogenized  advice,”  he 
says.  “It’s  not  based  on  you.  It  reflects  everyone  else’s 
experience.  You  can’t  get  it  done  quickly  and  get  it 
done  uniquely.” 


Recipes  for  E-Commerce 


Many  Web  strategists  begin  with  a  streamlined  four-  or  five-step  process 
for  launching  an  e-business  and  customize  for  each  client.  Two  e-commerce 
consultancies,  Scient  and  Agency.com,  share  theirs. 


Christopher  Lochhead 


Scient 

Conceive.  Understand  the 
client's  requirements,  define  the 
desired  results,  strategy  and  initia¬ 
tives. 

Architect.  Scope,  design  and 
plan  business  applications,  sup¬ 
porting  software,  development 

tools,  components  and  infra¬ 
structure. 

Engineer.  Develop  and  deliver 
business  and  IT  applications. 

Extend.  Develop  an  ongoing 
partnership  that  keeps  delivering 
just-in-time  applications  and  con¬ 
tent  to  help  the  client's  e-business 
Diana  Brown  adapt  quickly  to  change. 


Agency.com 

Conduct  overview.  Do  comprehensive 
business  analysis,  including  competitive 
intelligence  and  internal  interviews.  Use 
findings  to  set  groundwork  for  develop¬ 
ment. 

Plan.  Develop  enterprisewide  Internet 
strategies,  sometimes  launching  short-term  initiatives 
while  still  developing  long-term  ones. 

Assess  site.  Compare  current  online  offerings  with 
those  of  competitors  and  industry  best  practices,  then 
recommend  strategic  and  technical  improvements. 

Report.  With  both  off-the-shelf  and  custom-built 
applications,  track  the  client's  site  performance  and  ROI. 

Manage  transition.  Help  executives,  employees  and 
other  constituents  adjust  to  changes  in  processes,  organi¬ 
zational  structure  and  day-to-day  activities.  -A.  Stuart 
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Predictive  CRM: 

Profitable  Customer 
Relationships  in  Real  Time 


N  C 


w 


Rising  customer  acquisition  costs.  Customer  attri¬ 
tion.  Price-driven  competition.  These  are  familiar 
problems  facing  service  industry  companies  in 
today’s  hypercompetitive  landscape.  Average  customer 
account  lifespans  are  sharply  decreasing  as  customers’ 
choices  are  rapidly  expanding.  Customers  are  in  the 
driver’s  seat,  demanding  the  lowest  prices  and  most 
superior  service. 

HNC  Software  created  the  Predictive  Customer 
Relationship  Management  (CRM)  suite  to  help  compa¬ 
nies  develop  long-lasting,  more  profitable  relationships 
with  their  customers.  Based  on  HNC’s  core  of 
proven  solutions,  Predictive  CRM  helps  compa¬ 
nies  acquire  new  customers,  determining  the 
risk  and  profitability  of  each  individual.  It  also 
helps  businesses  produce  the  best  possible 
results  from  existing  customer  relationships,  predict¬ 
ing  the  lifetime  value/profitability  of  each  individual. 

With  the  ability  to  analyze  past  and  present 
customer  transaction  patterns  and  then  to  predict  the 
future,  Predictive  CRM  gives  companies  a  distinct 
competitive  advantage. 

Predictive  CRM  solutions  in  real  time  help  you: 
about  customers  by  creating  more  granular  seg¬ 
mentations  than  ever  before; 

individual  customer  relationships  that  require 
customized  management; 

actions  to  optimize  interactions  to 
produce  the  most  profitable  results  for  your  business; 
^^^JJthe  result  of  those  recommendations 
and  update  the  granular  segmentations. 

As  Allen  Bonde,  director  of  advisory  services  at 
Boston-based  Extraprise  Group  explains,  Predictive 

CRM  “leverages  real-time 
information  technology  to 
understand  customers 
at  individual,  account  and 
household  levels,  predict 
behavior  based  on  that 
understanding,  take 


Learn 


The  goal  of  Predictive  CRM  "is 
to  provide  a  comprehensive 
view  of  customers  to  optimize 
relationships  and  maximize 
profitability.  ” 

—  Allen  Bonde,  director  oh  advi&ory  <s ervicei, 
Cxtrapme  Group 


profitability-based  actions  across  all  points  of  customer 
contact,  and  respond  in  real  time.” 

Geared  to  service  industries  such  as  financial, 
retail,  insurance,  and  telecommunications,  Predictive 
CRM  has  several  components,  including  the  following: 

Customer  loyalty  programs.  Customer  transaction 
data  can  be  analyzed  to  determine  which  customers 
are  most  profitable  and  what  variables  drive  their  pur¬ 
chasing  habits.  Companies  can  then  use  this  informa¬ 
tion  to  reduce  the  risk  of  payment  default,  assess  the 
probability  that  a  customer  will  switch  to  a  competitor, 
and  estimate  the  long-term  worth  of  each  customer. 

Customer  support.  Supporting  customers  after 
the  sale  can  be  done  by  automated  solutions  that 
“read”  incoming  web  site  and  e-mail  inquiries,  and  cre¬ 
ate  individualized  responses  that  are  based  on  a  real¬ 
time  search  of  a  company’s  online  databases  and 
archives.  These  solutions  can  also  be  used  at  call  cen¬ 
ters  to  help  company  representatives  address  cus¬ 
tomer  inquires. 

Real-time  fraud  detection.  Predictive  CRM  analy¬ 
sis  techniques  can  spot  complex  patterns  associated 
with  fraud  and  calculate  the  possibility  that  an  individ¬ 
ual  transaction  is  fraudulent.  This  can  be  done  in  real¬ 
time  and  on  all  type  of  purchases,  including  phone 
orders,  e-commerce,  or  “face-to-face”  transactions. 

Targeted,  personalized  promotions.  Analyzing  indi¬ 
vidual  customer’s  transaction  patterns  to  predict  which 
customers  are  likely  to  purchase  a  product  enables 
companies  to  target  appropriate  customers  for  one-on- 
one  marketing  campaigns.  It  also  allows  companies  to 
present  these  customers  with  individualized  products 
and  services  unique  to  their  specific  needs.  This  solu¬ 
tion  identifies  cross-selling  opportunities  and  notes 
prospects  least  likely  to  buy  so  that  marketing  resources 
can  be  focused  on  more  profitable  customers. 

All  customers  are  not  created  equal.  Predictive 
CRM  gives  companies  the  real-time  insight  to  individual 
customer  relationships  that  they  need  to  become  more 
profitable  than  ever  before.  £ 
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When  it  comes  to  engagement  management, 
professional  service  firms  have  unique  needs. 

Of  course,  they  need  to  increase  customer  satis¬ 
faction  like  every  business,  but  customer  satisfaction 
for  professional  services  is  closely  intertwined  with  cus¬ 
tomer  interaction;  the  customer  is  an  active  participant 
in  the  professional  services  engagement.  An  engage¬ 
ment  involves  negotiation  of  custom  requests  and  offers 
with  the  customer.  Engagements  are  constantly  chal¬ 
lenged  by  contention  for  resources  and  scope  changes. 
ActionWorks'"  Matrix  is  a  web-based  application  that 
allows  both  the  customer  and  the  services  firm  to 
status,  change  and  manage  negotiated  engagements. 

Customer  involvement  complicates  the  engage¬ 
ment  process,  but  it  also  presents  a  golden  opportuni¬ 
ty  for  professional  services  firms  that  can  handle  it 
well.  Beyond  simply  wanting  to  know  the  status  of  the 
engagement  at  any  point,  the  customer  becomes  part 
of  the  process,  an  active  member  of  the  engagement 
team.  As  an  active  member  of  the  team,  the  customer 
can  make  and  modify  commitments,  initiate  counter 
offers,  even  renegotiate  the  terms,  scope,  and  direction 
of  the  engagement. 

Project  management  tools  cannot  handle  this 
kind  of  involvement  or  the  need  for  recurring  work 
changes  which  may  be  billable  or  unbillable,  notes  Ron 
Sivertson,  vice  president/marketing  at  Action  Tech¬ 
nologies,  Inc.  Traditionally,  professional  services  firms 
have  used  homegrown  applications  to  manage  cus¬ 
tomer  engagements.  These  are  typically  internally 
focused  with  no  inclusion  of  the  customer. 

ActionWorks'"  Matrix  client  relationship  manage¬ 
ment  product  was  developed  expressly  for  professional 
services  firms.  It  acts  as  a  business  interaction  portal 
for  professional  service  firms  that  need  to  increase 
customer  satisfaction,  resource  utilization  and  leverage 
by  managing  all  their  revenue-generating  engagements 
in  one  Web-based  enterprise  application.  Matrix  helps 
companies  manage  professional  teams  to  handle 
inquiries,  pursue  opportunities,  generate  proposals, 
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review  contracts  and  performing  engagements,  Sivert¬ 
son  explains. 

Matrix  manages  all  the  firm’s  interactions,  includ¬ 
ing  those  within  the  firm  and  with  clients,  using  a 
unique  closed-loop  model  to  generate  clarity, 
completeness  and  customer  satisfaction.  The 
interactions  track  the  status  of  each  piece 
of  work  that  is  done  on  behalf  of  the 
client,  utilizing  a  who-what-when  model. 

Matrix  provides  a  rich,  extensible  set  of 
business  interaction  objects  to  initiate, 
negotiate,  track  and  accept  work.  Surrounding  these 
core  interaction  objects  are  the  tools  professionals 
need  to  produce  their  deliverables,  work  management, 
threaded  discussions,  document  management,  real¬ 
time  broadcast  announcements,  real-time  conferenc¬ 
ing  and  dynamically  updated  views  of  the  status  of  all 
work  in  an  engagement. 

Firms  such  as  Corio,  Inc.  and  Ultimate  Software 
have  already  adopted  ActionWorks'"  Matrix.  They 
are  able  to  achieve  increased  customer  satisfaction 
through  web-based  interaction  and  can  handle 
client-initiated  scope  changes.  They  also  experience 
increased  resource  utilization  through  such  capabilities 
as  role-based  and  skill-based  availability  tracking. 
Finally,  the  companies  achieve  better  leverage  through 
such  features  as  automated  post-mortems,  time 
sheet  management,  and  best  practice  templates. 

All  together,  this  means  increased  profitability  with 
increased  customer  satisfaction,  m 


ACTION 


L  O 


E  S 


"We  host  cur  customers’  mission  critical  applications , 
sc  it  is  vital  Jjcr  us  to  manage  our  processes  extremely 
well.  From  the  initial  implementation  to  ongoing 
support,  Matrix’  closed  loop  model  helps  us  coordi¬ 
nate  with  our  internal  teams  and  cur  clients  to 
ensure  system  performance  and  client  satisfaction.  ” 

—  Chrii  Davii.  Director,  Corio.  Inc.,  a  leadins  Application  Service  Provider 


Action  Technologies  Inc.  (800)967-5356  www.actiontech.com 
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SOFTWARE 

Data  at  your  fingertips 


SOFTWARE  CORPORATION 


You  can’t  manage  what  you  don’t  know.  But  in 
today’s  rapidly  changing  business  environment, 
it  is  difficult  for  employees  to  keep  up  with  all 
that  is  happening  in  the  business  unless  the  organiza¬ 
tion  provides  a  browser-based  solution  to  ensure  the 
visibility  and  monitoring  of  all  business  activities.  Visi¬ 
bility  products  extract  your  critical  data  from  back-end 
systems  and  present  the  key  information  in  visually 
compelling  ways.  Monitoring  notifies  you  of  error  con¬ 
ditions  and  opportunities  as  they  occur.  This  combina¬ 
tion  of  functions  -  visibility  and  monitoring  -  places 
employees  at  the  center  of  decision-making  and  trans¬ 
forms  the  way  they  work. 

“To  stay  ahead  of  the  competition  requires  speed, 
agility,  and  full  leverage  of  knowledge,"  says  Michael 
Brooks,  executive  vice  president  of  IndX 
Software  Corp.,  in  Aliso  Viejo,  Calif. 

Brooks  says  that  IndX  Software  sees  infor¬ 
mation  as  a  fundamental  resource  that 
businesses  must  exploit  to  remain  com¬ 
petitive,  especially  in  the  fast-paced  world  of  e-business. 
IndX’s  XHQ  tool  offers  innovative  ways  to  find  and  view 
information.  XHQ  complements  and  optimizes  the 
investment  that  businesses  have  made  in  their  current 
systems.  From  its  inception,  XHQ  has  promoted  a 
wide  breadth  of  data  access,  an  intuitive  and  per¬ 
sonalized  data  presentation  with  context,  and  a 
focus  on  live,  real-time  data. 

“XHQ  helps  monitor  and  manage 
an  enterprise’s  critical  activities 
from  the  manufacturing  floor  to  the 
executive  suite,  providing  supplemen¬ 
tary  information  to  any  e-business  strate 
gy,”  says  Larry  Whelan,  IndX  vice  president  of 
sales.  “From  any  browser,  it  provides  graphically 
rich  visibility  to  all  applications,  aggregation  from 
disparate  data  sources,  and  live  updating  as  data 
changes.  In  addition,  XHQ  enables  users  to  rapidly 
develop  display  content  without  the  help  of  the  IT 
group.  All  this  is  essential  for  operational  analysis  and 
immediate  tactical  decision-making." 


XHQ’s  message  is  resonating  in  the  market¬ 
place.  At  two  major  North  American  refineries,  XHQ 
links  directly  into  diverse  and  otherwise  incompatible 
systems,  enabling  employees  to  locate  the  right  infor¬ 
mation  at  the  right  time,  via  an  Internet  browser.  XHQ 
facilitates  planning,  operations,  maintenance,  univer¬ 
sal  access  to  laboratory  information,  safety  data,  and 
emergency  operational  procedures.  One  refiner 
reports  that  common  access  to  supply  chain  informa¬ 
tion  reduces  the  time  spent  searching  for  scattered 
data  and  eliminates  less  efficient  communication 
such  as  faxes,  telephone,  and  voice-mail,  ensuring 
quicker,  more  informed  decision-making. 

XHQ  has  two  key  features:  First,  it  allows  non¬ 
technical  users  to  generate  their  own  content  without 
IT  help.  They  can  develop  a  rich  real-time  web  of 
information  that  evolves  rapidly  and  extends  out  to 
suppliers  and  customers.  Second,  XHQ  is  a  very  low 
maintenance  solution.  Zero  maintenance  clients 
do  not  intrude  in  the  users’  existing  systems,  leave 
remnants,  or  cause  conflicts  with  other  applications. 
The  whole  system  is  deployed  and  maintained  from 
central  servers. 

“We  offer  an  essential  product  for  any  business 
trying  to  thrive  in  an  e-business  world,”  says  Brooks. 
“You  can’t  solve  problems  if  you  can’t  see 
.  « A  them,  and  if  an  enterprise  is  fraught  with 

unexpected  problems,  it  cannot  compete 
at  e-business  pace.”  0 


XHQ  had  promoted  a  wide 
breadth  of)  data  accedd,  an 
intuitive  and  perdonalized 
data  predentation  with 
context,  and  a  jjocud  on  live, 
real-time  data. 
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Information  Delivery  to  a  Distributed  Workforce 


Yes,  it’s  true.  Many  employees  in  today’s  fast 
moving  organizations  do  not  use  a  PC.  And 
those  who  do  are  often  too  busy  to  sit  in  front 
of  a  PC  or  are  in  a  location  where  connecting  to  the 
corporate  network  is  difficult.  They  include  production 
line  supervisors  roaming  the  plant  floor,  route  drivers 
delivering  products  to  customers  in  their  region,  sales¬ 
people  flying  off  to  meet  with  clients,  and  busy  execu¬ 
tives  who  need  to  stay  on  top  of  news  and  information. 
Many  people  would  rather  get  their  information  over 
the  phone  or  from  the  printed  page  than  off  of  a 
computer  screen.  And  others  spend  a  great  deal  of 
time  away  from  their  desks  or  do  not  use  a  PC  as 
part  of  their  jobs.  But  with  more  and  more  information 
moving  into  the  network,  getting  critical  business 
information  to  these  hard-to-reach  employees  has 
become  an  urgent  priority  for  many  companies. 

Now  there’s  a  fast,  simple  and  secure  way  to  get 
information  into  employees’  hands  without  printing 
documents  and  without  using  a  PC. 

It’s  called  the  SoftBook®  System.  This  award-win¬ 
ning  reader  enables  employees  to  access  network- 
based  information  by  downloading  it  to  the  lightweight 
and  totally  portable  eBook  reader.  Without  ever  touch¬ 
ing  a  PC,  users  view  the  same  database  reports,  mar¬ 
keting  materials,  training  manuals,  and  other  critical 
business  information  their  desk-bound  colleagues  can, 
and  they  can  do  so  virtually  anywhere.  Information  is 
encrypted  to  prevent  duplication,  and  the  system  is 
secure  to  prevent  unauthorized  use.  And,  best  of  all, 
no  PC  is  required. 

The  SoftBook  System  is  from  SoftBook  Press,  Inc. 
in  Menlo  Park,  Calif.,  a  company  that  has  created  all 
the  tools  required  to  publish  and  distribute  critical 
business  information  in  eBook  format: 

SoftBook  Reader'"  is  an  eBook  reader  that  holds 
up  to  65,000  pages  of  content,  including  text  and 
graphics.  Designed  for  complex,  formatted  business 
documents,  it  features  a  large,  page-oriented  display, 
a  built-in  modem,  and  an  Ethernet  network.  These 
features  allow  users  to  easily,  quickly,  and  securely 


download  documents  using  any  phone  line  or 
a  standard  Ethernet  network. 

SoftBook  Express'"  is  software  that 
allows  information  on  a  corporate  intranet 
or  Website  to  be  pushed  to  a  user’s  per¬ 
sonal  online  storage  area  for  reading  on 
the  SoftBook  Reader. 

SoftBook  Network  Services  "  is  a 
secure  portal  to  the  world  of  eBook 
content  including  corporate  informa¬ 
tion  and  the  SoftBookstore,  an  E-com¬ 
merce  site  from  which  trade  journals  can  be 
purchased. 

SoftBook  Publishing  ToolKit"  is  software  for 
preparing  electronic  documents  in  the  format 
required  for  delivery  on  a  SoftBook  Reader. 


& 


Imagine  the  possibilities: 

•  Pricing  and  promotional  information  is  distrib¬ 
uted  to  salespeople  regularly,  ensuring  they  are 
providing  accurate  price  quotes  and  highlighting 
promotions  to  their  customers. 

•  A  busy  executive  relies  on  the  easy-to-use 
SoftBook  Reader  to  review  contracts  and 
sales  status  reports,  and  to  read  trade 
journals  and  daily  business  news. 

•  Approved  operating  procedures  are  made  available  to 
production  workers  the  day  they  go  into  effect,  help¬ 
ing  a  company  maintain  ISO  9000  certification. 

•  Updated  route  information  is  downloaded  by  drivers 
on  a  daily  basis,  resulting  in  fewer  delivery  errors, 
improved  driver  efficiency,  and  reduced  costs. 

“The  SoftBook  System  represents  a  breakthrough 
for  corporations  in  search  of  a  time-sensitive  secure, 
and  cost-effective  solution  for  document  distribution,” 
says  James  Sachs,  chairman  and  CEO  of  SoftBook 
Press.  “The  system  leverages  existing  IT  and  Web 
infrastructure  to  deliver  critical  business  partners. 

Our  system  offers  a  combination  of  flexibility, 
security,  and  readability  that  is  unprecedented  in 
the  marketplace."  9 


Distribute  business- 
critical  INFORMATION 
WITH  SPEED,  ECONOMY, 
AND  SECURITY  WITH  THE 

SoftBook™  System. 


SOFTBOOK 

PRESS 


SoftBook  Press  Inc.  (650)463-1800  www.softbook.com/enterprise 
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INTERNETpro  lowers  the  cost  of  heightened  security 


Are  your  IP-based  data  exchanges  secure?  When 
it  comes  to  protecting  your  company’s  Internet- 
transmitted  data,  the  question  isn’t  if  you 
should  protect  it,  but  how  soon  and  at  what  cost. 

Traditionally,  firewalls  are  the  first  choice  among 
network  managers  for  protecting  their  systems 
against  intruders  probing  for  unauthorized  access. 

But  firewalls  are  only  one  piece  of  a  total  security 
strategy,  simply  because  they  cannot  safeguard 
information  once  it  leaves  your  protected  perimeter. 

In  today’s  massively  interconnected  business 
world,  system  administrators  and  IT  managers  need  a 
solution  that  maximizes  secure  communications 
between  partners,  vendors  and  customers.  At  the 
same  time,  the  solution  needs 
to  eliminate  the  need  for 
expensive  private  leased  lines 
and  not  require  a  rocket  sci¬ 
ence  degree  to  install  or  maintain. 

The  INTERNETpro®  Small  Enterprise  Server 
(SES)  VPN  (Virtual  Private  Network)  Appliance®  from 
Fremont,  Calif.-based  Internet  Appliance,  Inc.,  takes 
almost  as  long  to  say  as  it  does  to  install.  A  VPN 
“appliance,”  this  slightly-larger-than-a-book  box  deliv¬ 
ers  an  end-to-end  encryption  solution  that  can  virtual¬ 
ly  eliminate  external  Internet  security  breaches.  That 

means  it  will  consistently 


certificate  types  to  keep  your  information  safe  from 
interception,  viewing,  modification  or  duplication  by 
unauthenticated  individuals  as  it  traverses  the  Internet. 


INTERNETpro  Virtual 
Private  Network  (VPN) 
Small  Enterprise  Server 


move  mission-critical 
data  across  the  Internet 
without  any  compromise 
in  security,  performance 
and  reliability. 

This  Internet  Protocol  Security 
(IPSec)-compliant  appliance  is  configurable 
with  just  a  browser  for  centralized  system 
administration.  Specifically  designed  for 
small  to  mid-sized  enterprises  that  require  high  per¬ 
formance  security  and  scalability  to  allow  for  growth, 
the  INTERNETpro  employs  DES  (s6bit),  3DES  (i68bit) 
up  to  2048-bit  encryption  technologies,  plus  multiple 


Plug,  play  &  click  away 

Quick  to  install,  the  INTERNETpro  delivers  advanced 
configuration  capability  with  overall  lower  support 
costs,  including  shared  Internet  access,  e-mail, 
dynamic  content  screening,  URL  blocking,  file/print 
services,  Web  publishing,  Web  caching  and  firewall 
security  all  built  into  one  low  cost  box.  Central  admin¬ 
istration  minimizes  the  likelihood  that  users  can  inad¬ 
vertently  modify  the  system’s  configuration. 

“IT  managers  often  see  some  degree  of 

resistance  from  users  because 

I  nternetAppliance  as 

Bob  Geiger,  principal  of 

Info-defense,  a  security  consulting  firm  in  Ardsley, 

NY.  “To  be  successful,  security  must  be  invisible  to 
the  end  user  and  involve  an  absolute  minimal  amount 
of  interaction.” 

Installed  downstream  of  the  users,  it  will 
eliminate  the  need  for  deskside  visits  by  IT  personnel. 
Operating  system  independent,  INTERNETpro  will 
ensure  that  its  virtual  private  networks  will  maintain 
or  potentially  increase  network  throughput  by  direct¬ 
ing  traffic  to  specific  workgroups  instead  of  general 
broadcast.  Among  its  other  high-end,  advanced  per¬ 
formance  features  are  support  for  dual  Intel  XEON 
processors,  redundant  power  supplies  and  multiple 
SCSI  disk  storage.  Once  installed,  the  INTERNETpro 
offers  a  wide  selection  of  WAN  connectivity  options 
including  ATM,  T1  /El ,  ADSL,  ISDN,  v.90  Demand 
Dial  and  Ethernet. 

Any  complete  solution  must  include  security 
for  staff  who  dial  in  from  remote  locations.  Internet 
Appliance's  Virtual  Tunnel®  VPN  software  for 
Windows  ensures  secure  remote  access  for  employ¬ 
ees  in  the  field  and  telecommuters.  # 
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Maximizing  messaging 


SOFTWARE 


Could  you  imagine  running  your  business 
without  e-mail?  Unlikely,  since  e-mail  has 
surpassed  the  telephone  as  the  most  frequently 
used  tool  in  business  communications.  In  fact, 
analysts  predict  that  by  the  year  2002,  more  than  80 
million  people  will  regularly  use  e-mail  for  business  use. 

To  compete  successfully  in  today’s  marketplace, 
companies  must  improve  and  better  manage  their 
internal  e-mail  as  well  as  communications  with  partners 
and  customers.  Users  of  Microsoft’s  messaging 
system  Exchange  and  its  Outlook  client  have  an 
obvious  ally  in  this  quest. 

Aspeon  Software’s  ExchangePlus,  an  all-in-one, 
add-on  e-mail  product,  complements  Microsoft’s 
Exchange  and  Outlook.  ExchangePlus’  suite  of  easy 
to  install  and  configure  enterprise-class  features  will 
help  IT  administrators  to  improve  security,  and 
enhance  performance  throughout  while  providing  a 
method  to  more  effectively  manage  corporate  e-mail.  Its 
comprehensive  suite  of  benefits  includes  the  following: 

•  Spam  filtering  eliminates  unsolicited  e-mail  that 
wastes  employee’s  time  and  saps  network  resources 
•  Content  filtering  messages  containing  confidential 
information,  inappropriate  or  offensive  language  are 
blocked  from  leaving  the  system.  Automatic  notifica¬ 
tion  alerts  an  administrator  to  the  possible  violation. 
•  Attachment  filtering  can  help  prevent  virus 
infection  by  blocking  specific  types  of  attachments. 

•  Attachment  compression  transparently  compresses 
and  decompresses  attachments  in  the  background, 
preserving  bandwidth. 

•  Corporate  disclaimer,  a  necessity  in  this  age  of 
increasing  litigation,  protects  your  company  by 
adding  a  footer  to  messages  that  defines  your 
company’s  e-mail  use  policy. 

And  for  those  times  when  you  have  erroneously 
sent  a  message,  ExchangePlus  adds  enhanced 
message  recall  that  recalls  the  message  without  the 
recipient's  knowledge. 


Add-on  essentials 

As  an  add-on,  it  enables  and  encourages  businesses 
to  protect  and  better  leverage  their  existing  investment 
in  Microsoft  Exchange  while  lowering  their  overall  cost 
of  messaging.  ExchangePlus’  ease  of  integration,  fast 
implementation,  and  open  client/server  architecture 
helps  reduce  the  risks  associated  with  business  and 
technological  changes. 

“ExchangePlus  mends  the 
gaps  in  a  company’s 
e-mail  system  by  adding  fea¬ 
tures  that  many  of  our  corporate  clients 
have  been  screaming  for,”  says  John  Seitz,  president 
of  commercial  software  at  Aspeon  Software. 

Based  in  King  of  Prussia,  Penn.,  Aspeon  also 
provides  a  wide  range  of  single  purpose  applications, 
designed  to  automate  and  integrate  communication 
throughout  the  enterprise. 

Rover  3.1,  an  advanced  tool  that  facilitates 
automating  and  managing  e-mail  profiles  of  roaming 
and  remote  users.  It  enables  roaming  users  to  quickly 
and  easily  access  their  e-mail  at  any  machine  that  is 
connected  to  the  enterprise’s  network. 

Aspeon’s  CompressMail  3.0,  a 
powerful  e-mail  compression  add-on 
product  automatically  compresses  and 
decompresses  attachments  with  no  user 
involvement  or  awareness.  Compress- 
Mail  provides  corporations  significant 
cost  savings  through  the  reduction  of 
transmission  times  and  bandwidth 
usage.  Administrators  can  configure 
CompressMail  3.0  to  compress  attachments  based 
upon  options  including  recipient  address,  attachment 
size,  and  attachment  type. 

Rounding  out  the  list  of  Aspeon’s  stand-alone 
messaging  add-on  solutions  is  DeployMate,  an 
application  that  provides  e-mail  administrators  with 
the  ability  to  create  Outlook/Exchange  profiles  via 
Windows  NT-based  login  scripts.  • 


Aspeon  Software  Inc.  (888)384-5600  www.aspeonsoftware.com 
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Complete  Control 


Key-View  II 


You  think  you’re  busy?  Imagine  working  at 
the  world’s  largest  institutional  investment 
firm,  where  “the  number  of  NT  servers  is  grow¬ 
ing  every  day,”  says  Matthew  Hart,  senior  server 
engineer  at  Barclays  Global  Investors,  based  in 
San  Francisco,  Calif. 

Barclays  is  hooking  up  three  massive  data  centers 
with  switching,  extension,  and  remote  access  solutions 
from  Cybex  Computer  Corp.,  based  in  Huntsville,  Ala. 
The  data  centers  currently  have  150  NT  servers  and 
200  Unix  servers  between  them.  Remote  access  plays 
an  important  part  in  keeping  them  online. 

“We  control  all  of  our  servers 
remotely  using  Key-View®  II,”  Hart 
says.  Key-View®  II  is 
the  second  genera¬ 
tion,  non-intrusive 

remote  access  system  from  Cybex  that 
allows  you  to  access  multiple  PCs  connect¬ 
ed  to  any  keyboard-controlled  KVM  switch.  ow*5’- 
Barclays  chose  Key-View®  II  because,  “it  did  not 
require  us  to  add  any  hardware  or  software  to  the 
servers  and  we  could  control  the  servers  from  the 
power-on  boot  sequence  and  up,”  according  to  Hart. 

With  Key-View®  II,  you  can  cold-boot  the  system, 
change  server  CMOS  settings,  or  cycle  a  server’s 
power  using  a  standard  modem,  ISDN,  or  LAN 
connection.  Key-View®  II  is  a  completely  independent 
hardware  solution  that  requires  no  remote  access  soft 
ware  or  hardware  to  be  attached  to  your  PCs  or 
servers.  DOS,  Windows  95/98  and  Windows  NT  are  al 
compatible  with  Key-View®  II. 

“Key-View®  M’s  security  is  another  big  feature  for 
us,”  says  Hart,  “since  it  has  Caller  ID  built-in.  If  our 
inband  is  down,  we  obviously  don’t  want  to  put  our 
out-of-band  in  a  vulnerable  position.  With  Caller  ID, 
we  can  program  Key-View®  II  to  recognize  certain 
administrators’  numbers,  and  it  will  pick  up  on  only 
those  numbers. 

Key-View®  II  includes  the  most  comprehensive 
security  features  currently  available  in  a  remote  access 


solution.  Audio  and  visual  alerts  inform  you  of  user 
access.  And  encrypted  password  protection  and  event 
tracking  enable  you  to  stay  in  control  of  your  valuable 
information. 

Barclays’  London  office  also  uses  Key-View®  II. 

“As  we  complete  our  roll  out  in  San  Francisco,”  accord¬ 
ing  to  Hart,  “we  hope  to  influence  our  Sydney,  Hong 
Kong,  Tokyo,  Toronto  and  Chicago  offices  to  switch 
to  Cybex.” 

Big  firms  like  Barclays  aren’t  the  only  ones  gain¬ 
ing  control  with  Key-View®  II.  Tom  Hafeli,  a  systems 
administrator  for  the  City  of  Temecula,  Calif.,  relies  on 
the  technology  to  remotely  access  the  17 
servers  he  manages  at  City 
Hall — whether  he  is  across 
town  or  across  the  country 
on  business. 

Hafeli  was  at  Comdex  in 
Las  Vegas  one  afternoon 
when  he  received  an  error  report.  A  system  was 
not  responding;  it  was  the  server  that  controlled  all  of 
the  applications  at  City  Hall. 

“I  was  able  to  dial  into  Key-View,  reboot  the 
server  and  then  watch  it  come  back  online,”  he  says. 
While  he  was  restarting  the  server,  Hafeli  got  a  call 
from  his  boss  letting  him  know  about  the  problem. 

“I  got  to  tell  him  it  was  already  taken  care  of,”  Hafeli 
says,  “plus  we  were  able  to  resolve  the  problem  before 
users  knew  it  was  there.”  • 

With  Key-View ®  II,  you  can  cold-boot  the 
system,  change  sewer  CMOS  settings,  or 
cycle  a  sewer's  power  using  a  standard 
modem,  ISDN,  or  LAN  connection.  Key- 
View®  II  is  a  completely  independent 
hardware  solution  that  requires  no 
remote  access  software  or  hardware  to 
be  attached  to  your  PCs  or  sewers. 


Cybex  Computer  Corp.  (877)992-9239 


www.cybex.com 
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Load  Balancing  Without  Limits 


Are  Web  scaling  and  performance  problems 

pushing  you  over  the  edge?  It’s  time  you  got 
help.  When  the  Internet  servers  at  IHS  Group, 
an  Englewood,  Colo. -based  publisher,  reached 
their  limits,  the  company  looked  for  the  best 
content-routing  technology  available.  Clients 
worldwide  were  depending  on  continued,  , 
uninterrupted  access  to  the  mission  critical  A 
engineering  information  they  found  at  the 
IHS  Croup  website. 

"We  wanted  a  solution  that  would  allow  us 
to  scale  up  our  servers  without  losing  the  invest¬ 
ment  we’d  made  in  existing  hardware,”  says  Dan 
Brainard,  web  hosting  center  manager  for  I HS  Croup. 
“It  had  to  be  scalable,  reliable,  and  provide  high  per¬ 
formance.  And  we  wanted  to  be  able  to  support  load 
balancing  and  failover  to  remote  sites.  Web  Server 
Director  for  Distributed  Sites  was  the  only  solution 
that  met  our  criteria.” 

Web  Server  Director”  for  Distributed  Sites 
(WSD-DS),  from  Mahwah,  N.j. -based  RADWARE  Inc., 
provides  hardware-based  load  balancing  and 
server/site  failure  detection  between  geographically 
remote  servers  with  identical  content.  WSD-DS 
utilizes  its  proprietary  Load  Reporting  Protocol  (LRP) 
to  transparently  redirect  IP  clients  to  optimal  destina¬ 
tions  based  on  load  and  availability. 

WSD-DS  maximizes  performance  of  distributed 
sites  and  ensures  high  quality  service  and  full 
scalability — without  the  need  for  additional  software. 
“WSD-DS  provides  us  with  the  capability  to  provide 
7X24  service  and  to  grow  without  investing  in 
clustering  software,”  Brainard  says.  “The  software 
solutions  we  looked  at  were  only  as  reliable  as  the 
systems  they  ran  on,  or  they  required  the  purchase 
of  additional  software.” 

Headhunter.net,  an  Atlanta,  Ca. -based  Internet 
job  search,  also  rejected  software  solutions  for  its 
content-routing  problems.  “We  found  them  to  be 
lacking  in  speed  and  reliability,”  says  Mark  Fouraker, 


f 


HAD 


vice  president  of  operations  for  Headhunter. 

“And  we  didn’t  want  a  Windows  NT  box  to  be  a 
single  point  of  failure.” 

Headhunter  selected  Web  Server  Director'"  for 
Network  Proximity  (WSD-NP)  to  load 
balance  its  servers  in  Atlanta,  Ga., 
Sunnyvale,  Calif.,  and  Herndon,  Va. 
“Geographic  diversity  is  important  to  us 
from  a  performance  standpoint,” 

Fouraker  says.  “With  WSD-NP,  we  get  the 
stability  and  speed  of  a  hardware  solution 
and  the  intelligent  routing  we  need.” 

WSD-NP  is  unique  among  hardware  solutions 
because  of  its  ability  “to  do  distributed  routing 
between  racks,”  Fouraker  says.  "It  is  able  to  pick  a 
rack,  a  DNS  resolution  time,  or  to  triangulate  between 
sites  after  the  fact.”  Both  WSD-DS  and  WSD-NP 
support  RADWARE’s  Triangulation'"  redirection 
method,  as  well  as  HTTP  and  DNS  redirection.  But 
WSD-NP  adds  another  unique  feature  to  the  load  bal¬ 
ancing  and  fault  tolerance  capabilities  of  WSD-DS:  its 
Proximity  Reporting  Protocol  (PRP).  The  PRP  adds 
client/site  proximity  information  to  the  site  status  and 
real-time  load  statistics  provided  by  the  LRP. 

IHS  Group  and  Headhunter  also  report  excellent 
technical  service  from  RADWARE.  “Their  customer 
support  has  been  very  good,”  Brainard  says.  “The 
support 
reps  are  very 
knowledgeable 
about  the  prod¬ 
ucts  and  are  very 
responsive.” 

Fouraker  agrees 

"RADWARE  recently  hung  with  us  on 
a  problem  we  were  having.  It  was  not 
caused  by  them,  but  they  were  able  to 
send  someone  to  one  of  our  co-located 
sites  and  track  down  the  problem  for  us. 

Now,  that’s  service!”  % 


Web  Server  Director'”  for 
Distributed  Sites  (WSD-DS) 


RADWARE  Inc.  1 -888-2345-RAD  www.radware.com 
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Meeting  the  Challenge  of  Change 
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When  Teligent,  Inc.,  a  Vienna,  Va.-based  telecom¬ 
munications  company,  introduced  its  services 
to  15  markets  in  1998,  it  knew  it  had  to  embrace 
change  in  order  to  compete.  The  company  provides 
local,  long  distance,  and  other  services  to  small  and 
midsize  companies.  Now,  Teligent  plans  to  reach  40 
markets  by  the  end  of  the  year  —  an  ambitious  plan  for 
expansion,  and  a  challenge  for  change  management. 

“At  first,  we  needed  help  creating  mission  critical 
applications,  primarily  source  code  control,”  says  Tom 
Todd,  IP  release  manager  for  Teligent. 

Teligent  first  implemented  the  Continuus  Change 
Management  Suite  (Continuus/CM)  to  help  build  its 
online  billing  system,  e*magine5M. 

NUUS  Teligent’s  customers  use  the  Web- 

co8poration  based  system  to  view  and  analyze 
their  accounts,  sort  and  track 
calls,  download  data,  and  pay  bills. 

Continuus/CM,  from  Continuus  Software  Corp.,  in 
Irvine,  Calif.,  provides  a  task-based,  workflow-centric 
approach  to  software  configuration  management.  It 
automates  manual,  error-prone  development  process¬ 
es,  yielding  more  productive  development  teams  and 
higher  quality  for  software  and  web-based  assets. 

Before  implementing  Continuus/CM,  Teligent’s 
developers  endured  the  punishing  wait  times  typically 
associated  with  software  builds;  entire  days  were  lost 
to  the  process.  “The  build  manager  said  it  used  to  take 
eight  hours  to  do  a  build,"  Todd  says.  “Now  he  tells 
me,  with  Continuus,  it  takes  only  30  minutes.” 

Continuus/CM  provides  built-in  support  for  pro¬ 
ductive  parallel  development,  reducing  merge  times, 
eliminating  the  need  for  duplicate  code  bases  and 
streamlining  the  management  of  parallel  development 
through  automated,  interactive  and  graphical  merge 
options.  As  parallel  versions  of  objects  are  merged, 
users  are  notified  of  any  conflicts  and  can  resolve  them 
on  the  spot.  Continuus/CM’s  automation  and 
build/release  management  capabilities  eliminate  errors 
and  communication  problems  associated  with  the 
software  build  process,  resulting  in  improved  software 
quality  and  predictable  build  results. 


After  the  successful  rollout  of  e*magineSM,  Teligent 
wanted  to  apply  the  same  task-based,  workflow-centric 
approach  of  Continuus/CM  to  other  development 
processes.  “We  needed  to  control  change  in  general,” 
Todd  says.  “It  is  critical  for  us  to  have  the  ability  to  track 
and  audit  changes  through  our  different  departments. 
For  that,  Continuus  has  the  best  package.” 

Teligent  now  uses  the  Continuus  change  tracking 
module  (Continuus/PT)  to  create  rate  plans  for  new 
markets  and  manage  other  projects  that  require  interde¬ 
partmental  cooperation. 

Continuus/PT  is  the  fully  integrated  change-track¬ 
ing  module  of  Continuus/CM.  It  simplifies  the  process 
of  managing  change  requests  in  single  or  parallel  pro¬ 
jects  and  offers  complete  traceability  between  change 
requests  and  actual  changes. 

Continuus  recently  announced  an  addition  to 
their  product  suite,  Continuus/WebPT,  which  provides 
the  only  web-based  change  request  system.  WebPT  is 
fully  integrated  with  the  Continuus  Change  Manage¬ 
ment  suite  to  enable  end-to-end  management  of  all 
changes  to  software  applications  and  web  sites.  Con¬ 
tinuus/WebPT  is  designed  to  help  Global  2000  com¬ 
panies  make  their  development  operations  more 
responsive  to  the  needs  of  end  users,  customers  and 
team  members.  WebPT  facilitates  the  management 
and  control  of  updates  to  business  critical  software, 
web-based  applications  and  web  sites  to  meet  chang¬ 
ing  organizational  and  business  requirements. 

“We  like  Continuus,"  Todd  says,  “because  it  takes 
control  of  the  individual  tasks.  Once  everyone  has 
signed  off  on  their  tasks,  the  software  views  the  prob¬ 
lem  as  resolved.” 

Continuus  also  supports  its  clients  through  pro¬ 
fessional  services  and  regional  user  group  conferences. 
Teligent  is  impressed  by  the  Continuus  Professional 
Service  experts,  who  provide  implementation,  plan¬ 
ning,  education,  training,  and  consulting  services. 

"Enforcing  a  new  process  and  a  new  discipline  at 
any  company  has  its  challenges,”  Todd  acknowledges. 
“Throughout  the  process,  Continuus  has  been  listen¬ 
ing  to  us,  and  helping  us  to  solve  our  problems."  f 
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Enabling  E-Business  through  Security 


Your  company  has  already  started  to  tap  the 
Internet  for  open,  flexible,  and  cost-effective 
e-commerce  and  data  management  solutions. 
But  now  you  are  more  vulnerable  than  ever  to  criminals, 
competitors,  and  hackers.  You  need  to  exploit  the 
economic  value  of  having  unlocked  your  enterprise 
information — while  guarding  against  the  risk  of  theft, 
loss,  or  damage.  Enter  Cylink  Corp. 

“The  great  thing  about  Cylink’s  solutions,” 
according  to  Matthew  Kovar,  a  senior  security  analyst 
at  The  Yankee  Croup  in  Boston,  “is  that  they  allow 
you  to  control  access  based  on  the  requirements  of 
individual  business  units.  They  push  control  out  to 
the  person  who  makes  the  decision.” 

Cylink,  based  in  Santa  Clara,  Calif.,  develops 
comprehensive  solutions  that  defend  enterprise 
networks  by  securing  the  flow  of  trans¬ 
actions  and  communication.  Cylink’s 
hardware  and  software  products  pro¬ 
tect  leased  lines  and  ATM,  frame  relay, 
and  X.25  protocols,  and  remote  users 
through  Internet-based  virtual  private 
networks  (VPNs). 

“When  we  were  getting  on  the  Net,”  says  Don 
Rowlett,  assistant  director  of  computer  services  at 
Arkansas  State  University  at  Jonesboro,  “we  knew 
our  financial  information,  students’  social  security 
numbers,  and  other  records  would  be  vulnerable.” 

The  university  needed  to  ensure  the  integrity  of  its 
data  transactions  without  sacrificing  value  and  flexibility. 
“Cylink’s  PrivateWire  had  everything  we  were  looking 
fordit  was  simple,  inexpensive,  and  independent," 
Rowlett  says. 

PrivateWire  is  a  powerful,  software-based  VPN 
application  from  Cylink  that  protects  IP  networks  with 
the  most  advanced  data  security  technologies  available. 
It  provides  authentication,  digital  signatures,  data 
integrity,  privacy,  auditing,  and  access  control.  And 
Cylink  extends  security  with  additional  tools:  Private- 


Safe  and  PrivateCard  (a  smart 
card  and  reader  combination), 
and  CryptoKit  and  CryptoServer 
(cryptographic  data 
security  services). 

Cylink’s  public  key  infra¬ 
structure  (PKI)  technology  \ 
helps  the  world’s  largest 
enterprises  prevent  fraud.  The 
United  States  Postal  Service  expects  to  save  $100 
million  per  year  because  Cylink’s  PKI  technology  gives 
them  the  ability  to  detect  counterfeiting  and  device 
tampering  in  its  Internet-based  indicia  program,  PC 
Postage.  Through  the  program,  customers  can  use 
their  PCs  and  printers  purchase  and  print  postage 
online,  while  the  Cylink  PKI  validates  the  transactions 
with  digital  certificates  and  registration  authorities. 
“Cylink  has  provided  the  Postal  Service  with  the 
security  platform  needed  to  provide  the 
[Zw'm  ■  JfvfMT  new  communication  solutions  our  cus¬ 
tomers  both  demand  and  deserve,”  says 
U.S.  Postal  Service  postmaster  general 
and  CEO  Bill  Henderson.  The  Cylink  PKI 
product  suite  gives  you  unquestionable  security,  scala¬ 
bility,  and  interoperability.  Plus,  you  can  install  and 
manage  the  Cylink  PKI  easily,  and  have  customer  sup¬ 
port  services  tailored  to  your  needs. 

Cylink  works  closely  with  your  management  and 
technical  personnel  to  identify  your  current  and  future 
needs.  It  provides  detailed  design  reviews  of 
predeployment  specifications,  policy  development, 
network  architecture,  and  training.  And  Cylink’s 
worldwide  customer  services  team  aims  to  surpass 
your  expectations  with  the  highest  quality  support 
services  in  the  industry. 

“Cylink’s  professional  support  is  their  best 
asset,”  Rowlett  says.  "Whenever  they  have  come  out 
to  the  site  to  work  with  us,  we  have  been  very  pleased 
with  the  results.”  • 


Secure  Electronic  Commerce 
And  Communications 


Cylink  Corp.  (800)553 


www.cylink.com 
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^Control  Business  Process  Risk  Management  for  SAP 


As  SAP  security  lead  at  Houston-based  waste 
services  company  Browning-Ferris  Industries, 
Inc.  (BFI),  Mario  Say  knows  how  much  techni- 
|  cal  training  and  skill  is  required  to  operate  an  SAP  sys¬ 
tem.  “I’ve  been  at  BFI  for  four  years,  and  have  taken 
numerous  classes,  costing  thousands  of  dollars,  on 
!  using  SAP,”  Say  explains. 

With  by-Control  for  SAP  from  Houston-based 
[  BindView  Development  Corp.,  however,  that  intensive 
instruction  is  no  longer  necessary.  “by-Control  is  very 
intuitive,”  explains  Say,  a  participant  in  BindView’s 
!  /^-Control  customer  council.  “If  you  know  how  to  use 
Excel  and  a  Web  browser  you’re  all  set.” 

I 

First  Web-based  SAP  risk 
management  system 

|  bi'-Control  is  a  stand-alone,  turnkey  system  that 

resides  on  an  external  server  to  SAP  servers  on  the 
same  network.  It  runs  as  an  application  on  a  Windows 
NT  Server  with  a  Web-browser  user  interface,  making 
it  the  first  Web-based  SAP  risk  manage- 

B^\  -] r  #  ment  system  avail- 

INDIIEW  able.  Communica- 

development  tions  between  the 

!  browser  and  bv-Con- 

trol  transpires  as  an  intranet/Internet  client.  Two  of 
/^-Control's  modules,  Audit  and  Client  Management, 
are  currently  available,  and  two  more  are  expected  by 
early  next  year  for  user  and  profile  changes, 
j  Once  the  data  is  collected  from  selected  table 

data  on  the  SAP,  users  can  quickly  analyze  informa¬ 
tion,  check  for  threats,  and  take  corrective  action. 

|  Since  data  is  stored  locally,  no  dedicated  processing 
cycles  are  required  from  the  SAP  system  itself.  After 
|  the  data  has  been  analyzed  and  audited,  any  changes 
or  transports  are  then  pushed  back  to  (and  across) 
any  SAP  server  or  client. 

I 

Savings  offered  in  staff,  licensing 

By  using  one  Web-based  front  end,  bv-Control  allows 
users  to  manage  more  user  IDs  and  system  changes 


in  less  time.  “The  security  team  can  be  much  smaller 
because  you  can  do  all  the  security  tasks,  such  as 
locking  a  system  or  changing  a  password,  centrally  on 
fti'-Control,”  Say  states.  This  can  result  in  significant 
savings  on  personnel  costs. 

by-Control  also  saves  time  by  reducing  audit 
training  and  data-gathering  time,  since  risk  assess¬ 
ments  for  potential  anomalies  and  data  integrity 
issues  can  be  completed  on  100%  of  the  security  and 
system  change  transaction.  The  result  can  be  savings 
of  30%  to  40%  of  audit  time,  time  that  can  be  spent 
more  productively  evaluating  business  issues. 

In  addition,  by  sorting  through  the  hundreds  of 
thousands  of  possible  combinations  within  SAP, 
bi'-Control  improves  risk  management.  It  also  tags 
sensitive  transactions  and  objects.  Options  can  be 
presented  to  decision  makers  to  enable  audit,  execu¬ 
tive  committee  and  business  unit  participation. 

Communication  between  technical  administra¬ 
tors  and  business  units  is  enhanced  with  by-Control 
because  it  allows  users  to  assign  business-centric 
names  to  relationships  of  transactions  and  objects. 
“bi'-Control  makes  it  easier  for  business  management 
like  the  corporate  controller  to  understand  how  some¬ 
thing  like  security  works  and  where  things  come 
from,”  Say  explains. 

Overall,  £>y-Control  offers  SAP  users  ease-of-use 
and  more  preventive  controls,  reducing  the  number  of 
highly  trained,  highly  paid  labor  force  required  to 
maintain  the  SAP  systems.  As  Say  states,  “With 
by-Control,  IT  costs  can  be  lowered  significantly.”  9 

P bv-Control  makes  it  easier  f>cr  busi¬ 
ness  management  like  the  corporate 
controller  to  understand  how  some¬ 
thing  like  security  works  and  where 
things  come  fircm. " 

—Mario  Say,  Browning-Ferru 1  Induitries,  Inc. 
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Cure2000:  A  Complete  Y2K  Remedy 


Big  cities  will  always  have  big  city  problems,  but 
for  San  Diego,  Calif.,  the  Year  2000  will  not  be 
one  of  them.  When  computer  technicians 
uncovered  6  million  lines  of  troublesome  code,  San 
Diego  needed  a  complete  remedy — “one  with  no 
room  for  failure,”  according  to  Debby  Stagg,  Year 
2000  project  manager  at  San  Diego  Data  Processing 
Corp.,  which  runs  the  city’s  computer  systems. 

“We  found  the  programmers  we  needed  at 
Satyam,”  Stagg  says,  “Each  of  these  guys  had  a 
four-year  engineering  degree,  two  years  of  computer 
science,  and  a  one-year  internship  under  their  belts. 

I  couldn’t  find  that  kind  of  experience  anywhere  else.” 

Satyam  Computer  Services,  Ltd.,  based  in  India 
with  offices  located  throughout  the  world,  resolves  its 
customers’  Year  2000  problems  with  leading  edge 
technologies  and  superior  customer  service.  Satyam’s 
Cure2000  integrates  software  solutions  with  the  tal¬ 
ents  of  its  4,300  IT  professionals  worldwide. 

Satyam’s  Dr.  Millennium  is  the  online  Y2K  test- 
and-fix  component  of  Cure2000.  Unlike  other  Year 
2000  resolutions,  it  comprehensively  diagnoses  and 
repairs  BIOS,  operating  systems,  and  7,500  common 
off-the-shelf  software  applications.  Also  available  in  an 
enterprise  version,  Dr.  Millennium  automatically 
applies  manufacturer-specific  patches  where  they 
are  indicated,  or  presents  status  reports  on  patches 
currently  under  development. 

Satyam  had  to  first  crack  the  code  on  San 
Diego’s  aging  mainframe  computers.  “We  have  old 
programs  written  in  old  languages,”  Stagg  says. 
"Satyam’s  programmers  actually  taught  themselves 
these  languages  from  the  manuals  we  sent  them  and 
made  the  necessary  changes.” 

Throughout  the  past  year,  Satyam’s  program¬ 
mers  dialed  into  San  Diego’s  mainframe  computers, 
scanned  for  dates,  and  remedied  non-compliant  code 
where  they  found  it.  Stagg  and  Satyam’s  project  man¬ 
agers  coordinated  their  efforts  through  regular  confer¬ 
ence  calls. 


Satyam’s  Dr.  Millennium  is  the  online  JteK*  test- 
and-Jjix  component  oft  Cure2cco.  Unlike  other  year 
20CC  resolutions,  it  comprehensively  diagnoses 
and  repairs  BIOS,  operating  systems,  and  7,500 
common  ct)t)-the-sheltj  software  applications. 


San  Diego  saved  time  and  money  with  Satyam. 
"Our  in-house  folks  had  a  full  plate,”  Stagg  says, 
“Without  Satyam,  we  would  have  had  to  go  through 
the  expense  and  hassle  of  hiring  30  programmers  and 
leasing  offices  to  put  them  in.” 

Simply  finding  30  programmers  would  have  been 
hard  enough  for  Branchville,  N.J. -based  Selective 
Insurance  Croup,  Inc.  The  company’s  headquarters 
are  in  a  county  with  more  cattle  than  computers.  But 
Selective  had  a  Y2K  problem,  and  its  policyholders 
and  $2.7  billion  in  assets  were  on  the  line. 

Selective  worked  closely  with  Satyam  to  fix 
one  million  lines  of  code  affecting  the  insurance 
company’s  claims,  bureau,  and  management 
reporting  services. 

“We  have  been  very  happy  with  the  work  Satyam 
has  done  for  us,”  says  Don  Williams,  CIO  at  Selective. 
“In  fact,  we  have  hired  them  to  augment  our  staff  on  a 
regular  basis.”  In  addition  to  Cure2000,  Satyam  also 
offers  web-centric  software  development,  systems  inte¬ 
gration,  ERP  solutions,  product  development,  electron¬ 
ic  commerce,  and  management  consulting  services. 

Satyam  has  maintained  and  enhanced  a  number 
of  systems  for  Selective.  And  Selective  is  pleased  with 
Satyam's  customer  service  to-date.  “We  are  so  satis¬ 
fied,  we  have  already  recommended  Satyam  to  several 
other  companies,"  Williams  says. 

“Satyam’s  customer  service  is  incredible,”  says 
Stagg.  "This  fall,  when  everyone  was  talking  about 
9/9/99,  I  got  three  e-mails  and  a  phone  call  from 
Satyam.  They  were  simply  calling  to  say,  ‘We’re  here  if 
you  need  us.’”  • 


Satyam 


Satyam  Computer  Services,  Ltd.  (800)450-7605  www.satyam.com 
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Solving  Slowdown  Mysteries 
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o  you  think  your  internal  download  statistics 
reflect  your  customers’  online  experience?  Think 
again.  Analysts  say  e-businesses  lose  billions  of 
dollars  annually  to  slow  site  performance.  And  many 
of  the  Internet’s  most  popular  sites  are  discovering 
huge  slowdowns  in  access  and  response  times  among 
different  locations  worldwide.  To  survive,  they  say,  you 
must  identify  the  culprits  causing  your  customers  to 
turn  away  in  frustration. 

“Performance  is  a  key  issue  for  us,"  says  Scott 
Fraser,  director  of  interactive  operations  for  Discovery 
Channel  Online.  “Our  site  is  media-rich,  and  our  file 
sizes  are  twice  the  industry  average.  While  we  are 
working  on  reducing  file  sizes,  we  want  to  optimize 
our  current  speed  as  much  as  possible." 

Discovery  Channel  Online  hired  Boulder,  Colo.- 
based  Service  Metrics  Inc.,  to  measure  its  site  perfor¬ 
mance  in  over  a  dozen  cities.  Fraser  was  surprised  by 
the  results  of  Service  Metrics’  analysis. 
SERVICEiMETRICS'  “We  sure  didn’t  look  the  same  overseas,” 

he  says.  “We  found  certain  backbones  that 
are  less  reliable,  and  we  were  getting  errors 
with  our  ISP  routing  system.” 

Service  Metrics  measures  and  quantifies  your 
customers’  online  experience  through  its  worldwide 
network  of  measurement  agents.  Its  services  identify 
slowdowns  caused  by  Web  design  and  content,  an 
ISP’s  Internet  traffic,  server  capacity,  load-balancing 
technology,  and  other  sources. 

"Service  Metrics’  products  have  been  particularly 
valuable  in  helping  us  identify  and  isolate  performance 
issues,"  says  Doug  Jeffries,  CFO  and  CIO  for  Red 


Service  Metrics  is  a  critical  partner  to 
Red  Herring  as  we  seek  to  ensure  that  all 
of  cur  customers  have  an  engaging  and 
responsive  online  experience.  | 

—Doug  Jewries,  CFO/CIO,  Red.  Herring  Ccmmunicaticm 


The  Best  Measure  of  Performance" 


Herring  Communications.  “Our  site  is  complex  and 
our  customers’  online  experience  depends  on  a  combi¬ 
nation  of  internally  managed  applications  and  out¬ 
sourced  services  working  together  effectively  around 
the  clock.  We  chose  Service  Metrics  because  of  the 
quality  of  their  reporting  tools  and  the  accessibility  and 
responsiveness  of  the  Service  Metrics  team.” 

Tools  at  a  Glance 

Service  Metrics'  Web-based  performance  assessment 
service,  SM-WEBSM,  measures  the  download  times  of 
all  of  your  site’s  individual  objects  and  components,  so 
you  can  gauge  the  impact  of  each  on  overall  speed.  It 
gives  you  a  24-hour  snapshot  of  Web  site  speed  (end- 
to-end  time),  DNS  time  or  other  metrics,  and  shows 
you  content  and  service  errors  at  a  glance.  SM-WEBSM 
also  compares  your  site’s  speed  to  your  competitors 
and  the  Internet  in  general. 

Service  Metrics’  SM-WEBPOINTSM  tool  mirrors 
customer  interactions  through  numerous  domestic 
and  international  backbone  and  regional  agents.  The 
standalone  application  allows  you  to  instantly  view  the 
download  detail  for  any  given  Web  page  under  design 
development.  You  can  use  SM-WEBPOINTSM  to  quickly 
and  easily  see  the  effects  of  various  design  elements 
and  make  realtime  decisions  about  how  to  maximize 
the  end  user’s  experience. 

You  can  further  assess  the  customer  experience 
with  Service  Metrics’  SM-SCENARIOSM,  which  gives 
you  feedback  on  purchasing,  searching,  and  other  criti¬ 
cal  online  business  processes.  For  example,  you  can 
use  SM-SCENARIOSM  to  simulate  receiving  a  stock 
quote,  executing  a  stock  trade,  buying  books  or  CDs, 
making  travel  reservations,  or  requesting  information 
on  a  search  engine. 

Red  Herring’s  Jeffries  says  Service  Metrics  is  an 
integral  part  of  his  company’s  mission.  “Service 
Metrics,”  he  says,  “is  a  critical  partner  to  Red  Herring 
as  we  seek  to  ensure  that  all  of  our  customers  have  an 
engaging  and  responsive  online  experience.”  # 


Service  Metrics  Inc.  (800)207-81  nw.servicemetrics.com 
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Triple  Innovations 
Distinguish  VXA  Tape  Drive 


Before  Ecrix  Corp.’s  VXA  breakthrough  innova¬ 
tions,  an  increase  in  transfer  rate,  reliability  or 
capacity  required  a  proportional  increase  in  cost. 
No  longer.  VXA  technology  delivers  three  innovations 
designed  to  overcome  performance-inhibiting  flaws. 
Because  VXA  technology  uses  a  reduced  number  of 
components,  it  is  inherently  more  reliable  and  less 
costly  traditional  streaming  tape  drives. 

Ecrix’s  Variable  Speed  Operation'"  allows  the  VXA-i 
tape  drive  to  adjust  to  the  host  systems  data  transfer  rate 
preventing  the  common  problem  of  “back-hitching,” 


This  common  condition  occurs  when  using  older  tech¬ 
nology  tape  drives.  During  restores,  if  the  host  cannot 
keep  up  with  the  tape  drive  (read  or  write),  the  tape 
drive  must  be  stopped  and  repositioned,  resulting  in 
slower  transfer  rates  and  greater  wear. 

“Aside  from  wasting  time,  back-hitching  poses  a 
serious  threat  to  the  data’s  integrity,”  cautions  Robert 
Amatruda,  a  senior  analyst  for  tape  storage  products  at 
I  DC  Research  in  Framingham,  Mass.  “The  constant 
starting,  stopping  and  backtracking  can  result  in  tape 
stretching,  thermal  failures  plus  media  and  head  wear. 
Any  of  these  conditions  can  result  in  lost  data.” 

Ecrix’s  Discrete  Packet  Format'"(DPF)  enables 
data  to  be  written  and  read  in  individually  addressed 
packets.  DPF’s  error  correction  technique  performs  a 
full  Read-After-Write  check  and  a  dual-level,  four- 
dimension  error  correction  process  insuring  that  the 
data  will  be  successfully  restored  from  a  backup. 

Overscan  Operation'"  enables  reading  data  pack¬ 
ets  independent  of  track  shape,  geometry  or  recording 
speed.  The  area  scanned  by  the  VXA’s  four  heads 


exceeds  the  recorded  area  and 
ensures  that  every  packet  is  read 
at  least  once  regardless  of  its 
physical  location  on  the  tape. 

“By  reading  packets  with  multiple  scans,  VXA  vir¬ 
tually  guarantees  data  restore,”  says  Marty  McCoy, 
Ecrix’s  Sales  and  Marketing  Vice  President.  “Overscan 
enables  VXA  to  improve  performance  and  reliability 
while  lowering  the  cost  of  the  tape  drive.” 

Other  enterprise-class  features  of  the  drive 
include  a  SCSI-2  interface  with  a  transfer  data  rate  of 
3  MB/second  native,  or  6  MB  compressed. 
VXA  tape  cartridges  are  available  in  two 
capacities:  the  Vi7  stores  33  CB  native  or 
66  CB  uncompressed,  and  the  V6  stores  up 
to  12  GB  native,  24  CB  compressed. 

“I  give  Ecrix  a  lot  of  credit  for  stepping  up 
and  implementing  these  innovations,  espe¬ 
cially  since  their  drives  will  work  across  a 
variety  of  platforms.  This  is  a  technology  IT 
managers  can  really  utilize,”  IDC’s  Amatruda  says.  9 


VXA  1  Deliver a  up  to  hour  timet  the  value  oft  the  competition 


1  Price/ 

[  Performance 
,  Comparison 

VXA-i 

DDS-3 

DDS-4 

DLT  4000 

DLT  7000 

I  Capacity 
!  (CB*) 

66 

24 

40 

40 

70 

[  Transfer  Rate 

!  (MB/sec*) 

6 

2 

5 

3 

10 

J  Price* 

$1,165 

$1,060 

$1,345 

$1,900 

$4,500 

]  Price  per  CB 

$18 

$4 

$34 

$48 

$64 

1  Price  per 
<  lOoKB/sec 

$19 

$53 

$27 

$63 

$45 

*  Specifications  assume  2:1  ALDC  hardware  data  compression. 
Pricing  based  on  estimated  street  price. 
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I 

1 

VXA 

DDS  (4mm) 

DLT 

8mm 

Ensures  Restore 

1 

Yes 

No 

No 

No 

VXA  is  specifically  designed 
to  ensure  data  restore 

Ensures 

,  Interchange 

Yes 

No 

No 

No 

Any  VXA  drive  can 
read  any  VXA  tape 

Eliminates 
,  Backhitching 

Yes 

No 

No 

No 

VXA  optimizes  job  time, 
improves  reliability 

Data  Format 

1 

1 

Packets 

Frames 

Blocks 

Blocks 

VXA  uses  the  most  reliable 
and  affordable  data  format 
available  today 

Ecrix  Corp.  (303)402-9262  www.ecrix.com 
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E-Commerce  Imperative  -  Innovate  or  Die 


i. 


On  the  Internet,  you  innovate  or  you  die.  Persistence, 
The  Engine  for  e-Commerce,  will  make  sure  you’re 
a  leader  of  change  —  not  one  of  its  casualties.  With 
endorsements  from  e-commerce  leaders  like  Cisco, 
FedEx,  Instinet  and  ShopNow.com,  Persistence  Software 
provides  the  leading  application  server  for  high 
volume,  high  reliability  E-commerce. 

Persistence  PowerTier:  The  PowerTier 
application  server  from  Persistence 
Software  is  an  optimized  platform 
for  internet  transaction  process¬ 
ing.  PowerTier  accelerates  the  Create  —  Enrich  — 
Extend  process  for  e-commerce  innovation. 

•  CREATE:  PowerTier’s  transactional  caching  pushes 
dynamic  information  forward  in  the  network,  speeding 
delivery  of  read-heavy  e-commerce  services. 

•  ENRICH:  PowerSync  replication  between  clusters  of 
PowerTier  servers  enables  companies  to  enrich  their 
e-commerce  services  through  mass  personalization. 

•  EXTEND:  PowerTier’s  unique  marriage  of  an  EJB 
application  server  with  an  XML  integration  server 
allows  companies  to  extend  their  services  to 
integrate  with  partners  over  the  web. 

PowerTier,  which  is  available  for  C++  and  EJB, 
delivers  concrete  business  advantages  via  four 
foundational  capabilities: 

1.  Rapid  development —  PowerTier’s  object-relational 
development  tools  can  eliminate  up  to  95%  of  database 
access  coding,  dramatically  accelerating  time-to-market 
2.  Scalability —  PowerTier’s  transactional  caching  lever¬ 
ages  the  enormous  processing  power  of  networked 
Internet  servers,  greatly  reducing  hardware  costs 
3.  Ironclad  reliability —  PowerTier’s  PowerSync  cache 
synchronization  eliminates  single  points-of-failure, 
lowering  the  risk  of  debilitating  site  outages 
4.  Business  integration  —  PowerTier’s  state-of-the-art 
XML  messaging  enables  seamless  communication  with 
customers  and  partners.  0 


Instinet  Wins  With  Persistence! 

Instinet,  a  division  of  Reuters,  is  using  the  PowerTier 
platform  from  Persistence  to  reinventing  bond  trading  on 
the  web. 

PowerTier  for  EJB  enabled  Instinet  to  create 
their  trading  exchange  in  just  nine  months. 

By  being  the  first  to  deliver  bond  trading  over 
the  web,  Instinet  estimates  they  could  capture 
over  20%  of  the  worldwide  bond 
market  in  one  year. 

The  Instinet  system  comprises  a  cluster  of  over 
100  replicated  PowerTier  application  servers  running  on 
Sun  hardware.  PowerTier’s  high  availability  ensures  that 
trading  will  never  be  interrupted  by  the  failure  of  any 
one  server.  By  caching  bid  and  offer  information  in 
PowerTier’s  transactional  cache,  Instinet  can  deliver 
real-time  response  for  thousands  of  online  traders. 

The  Result:  “Once  we  introduce  our  electronic  bro¬ 
kerage  service  based  on  Persistence  PowerTier,  there's  no 
going  back.  Asking  bond  traders  to  give  up  electronic  trad¬ 
ing  would  be  like  trying  to  persuade  an  air-traffic  controller 
to  do  their  job  without  radar,”  says  Duncan  Johnston-Watt, 
Instinet’s  head  of  development  and  systems  architecture. 

With  PowerTier,  Instinet  has  changed  the  rules  by 
delivering  the  first  e-trading  service  for  bonds  —  to  the 
tune  of  over  1,000  transactions  per  second! 


Java  Application 


The  Engine  for  E-Commerce 


Persistence  Software  Inc. 

WWlWfflIWWBBM 


(650)372-3600/(800)803-84!  w.persistence.com 
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PEER  PRODUCT  REVIEW 

“IT  staffing  strategies  for  CIOs  is  the  most  com¬ 
prehensive  and  organized  presentation  of  ideas 
for  managing  IT  human  resources  I  have  seen 
anywhere.  It  is  clearly  written  and  presented;  has 
graphics  that  are  understandable  and  suitable  for 
presentations;  has  analyses  that  focus  squarely 
on  the  issues;  and  it  provides  information  and 
resources  you  can  take  action  on  immediately. 

“With  today’s  staffing  challenges,  this  CIO 
ConsultWare  product  really  belongs  in  the  hands 
of  IT  executives  everywhere.  We  may  not  be  able 
to  fix  the  IS  staffing  crisis,  but  at  least  with 
products  like  these,  we  can  level  the  playing 
field  considerably.  ” 

Angelo  Privetera 
CIO 
HDR,  Inc. 


MANAGING  THE 
IT  HUMAN  RESOURCE 


IT  Staffing  Strategies  for  CIOs 

Innovative  research  conducted  by  the  authors  of  the  CIO  ConsultWare 
Series  provides  answers  and  solutions  on  managing  the  IT  human 
resource  successfully.  Our  research  is  based  on  the  management  prac¬ 
tices  of  50  high-performance  companies,  expertise  from  innovative 
consultants,  and  three  in-depth  case  studies  on  unique  approaches 
that  give  you  a  solid  foundation  for  recruiting,  retaining  and  develop¬ 
ing  a  strong  IT  staff. 


For  $1,995,  you’ll  receive: 

►  A  95  page  benchmarking  report. 

►  A  CD-ROM  (and  diskettes)  containing  400+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  meth¬ 
ods,  and  practices  drawn  from  the  actual 
experiences  of  leading  companies;  a  "ready- 
to-go"  PowerPoint  presentation  of  data  and 
analysis  for  presenting  to  peers  and  execu¬ 
tives;  and  customizable  reports,  memos  and  presentation 
templates  in  electronic  format. 


IT  Staffing 

TRATEGIES 

for  CIOs 


WTB 


mm 


For  more  information  or  to  download  a  demo,  visit  our  Web  site 
at  www.cio.com/consultware. 

To  order  any  CIO  ConsultWare  Series  research  products,  contact 
Dot  Caspersen  at  508  935-4040  or  email  your  inquiry  to 
research@cio.com. 

CIO  ConsultWare  is  produced  jointly  by  CIO  Communications 
and  ICEX,an  independent  research  firm. 
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“It’s  notfihat  we 
don ’t  know  what 


need  to  do  'it  fa 
and  do  it  right. 

-BRITISH  AIRWAYS' 
JULIA  GROVES 


And  there’s  a  trade-off  for  that  young,  ! 
fresh,  cutting-edge  approach:  It’s  not 
backed  by  the  decades  of  expertise  offered 
by  old-line  management  consultants. 

“None  of  the  online  [service]  agencies  has 
15  years  of  experience,”  says  British 
Airways’  Groves.  “You  have  to  accept  that 
there’s  learning  on  both  sides.” 

Many  companies  hire  their  own  e-com¬ 
merce  executives  whose  duties  obviously 
include  setting  the  company’s  Web  business 
strategy.  Those,  too,  are  big  investments. 
Recruiters  say  companies  can  expect  to  pay 
salaries  of  $150,000  to  $300,000,  plus  bo¬ 
nuses,  stock  options  and  benefits  for  vice 
presidents  of  e-commerce  (see  “Title  Search,” 

CIO  Section  2,  Feb.  1,  1999,  and  “The 
Powers  that  May  Be,”  CIO  Section  2,  April 
1, 1999.) 

Scient  doesn’t  see  the  two  as  mutually 
exclusive.  “Over  time,  the  e-business  becomes 
the  business,”  Lochhead  says.  For  that  reason, 
his  company  prefers  to  work  with  organiza¬ 
tions  “whose  chief  e-business  officer  is  also 
known  as  the  CEO.  In  fact,  we  won’t  engage 
unless  the  CEO  is  involved.  We  have  clients 
planning  to  spend  in  excess  of  $100  million” 
to  plan,  design,  build,  integrate  promote, 
launch,  staff  and  maintain  a  major  e-commerce 
initiative,  he  says.  “If  the  CEO  doesn’t  get  it  | 
pretty  soon,  we’ll  just  wait  to  talk  to  the  new 
CEO.”  And,  of  course,  with  the  current  staffing  cri¬ 
sis  and  the  crunch  of  Y2K  preparations,  companies 
may  have  a  tough  time  finding  employees  with  the 
right  experience  at  the  right  time.  (For  tips  on  hiring 
an  e-business  consultant,  see  “Flelp  Wanted,”  at 
right.) 

E-business  strategists’  approaches  vary,  but  sev¬ 
eral  use  a  four-  or  five-step  process  (see  “Recipes  for 
E-Commerce,”  Page  72)  to  develop  a  strategy  in  six 
to  10  weeks  and  to  get  to  market  in  three  to  eight 
months.  Surprisingly,  the  strategy-setting  may  last 
longer  and  cause  more  pain  than  the  implementa¬ 
tion  because,  in  examining  the  client’s  e-commerce 
ideas,  consultants  must  cut  to  the  bone.  “It’s  usually 
getting  them  thinking  about  what  they  want  to  be 
and  then  holding  up  a  mirror  and  saying,  ‘Here’s 
what’s  keeping  you  from  getting  what  you  want,”’ 
says  Agency.com’s  Suh.  Or,  as  Lochhead  puts  it,  “It’s 
not  easy  to  tell  somebody  their  baby  is  ugly,  even  if 
the  baby  is  ugly.” 

Sometimes  strategists  go  right  to  the  marrow, 
starting  with  a  deceptively  simple  question,  such  as, 
“What  business  are  you  in?”  or  “Who’s  your  biggest 
competitor?”  Answers  aren’t  always  obvious.  In 
working  with  Agency.com,  British  Airways  learned, 
to  its  executives’  surprise,  that  Web  site  visitors 
didn’t  compare  the  company  with  other  airlines  but 
with  their  best  experiences  at  unrelated  e-commerce 


Help  Wanted 

What  to  look  for  when  choosing  an 
e-business  strategist 

►  Choose  someone  you  trust.  You're  spending  a  lot  of 
money,  and  your  hired  strategist  will  learn  a  lot  of  highly 
sensitive  corporate  information. 

►  Choose  someone  you  like.  Meet  the  actual  strategy 
team,  not  just  consulting  company  partners,  and  look  for 
passionate  commitment  and  enthusiasm.  You'll  be  working 
together  intensively;  it's  critical  that  you  click. 

►  Choose  someone  who  knows  the  Internet  economy  as 
well  as  your  traditional  industry  and  markets.  Your 
biggest  competitors  may  be  startups  in  seemingly  unre¬ 
lated  fields. 

►  Research  previous  clients'  experiences,  not  just  the 
results.  Don't  select  a  consultant  based  on  how  previous 
clients' Web  sites  look.  Talk  to  those  clients  about  what  the 
strategists  did,  how  it  translated  to  the  Web  and  how 
quickly  it  happened. 

►  If  possible,  insist  on  exclusivity  within  your  market. 

►  Sign  up  for  the  long  haul.  And  make  sure  the  consultant 
plans  to  invest  in  the  long-term  relationship  too. 


-A.  Stuart 


74  CIO  WEB  BUSINESS  •  SECTION  2  /  NOVEMBER  1,  1999 


http://webbusiness.cio.com 


PHOTO  BY  PETER  JORDAN 


consul 


/  i  I  t  f  •  I  *  I  ldM  J  i  lt  «  i  » 

/  v,v,v,y,:, [LLLU 

/  v  ‘  '  '  '  ’  i  i  1,11  it 


Which 


/  i  in  ;  . »  »  j  t  H  i  1  »  l f  ?  l.i 


/  'VV'VV/X'V''  |LLUl\'\\\  y 

I  .1  l  I  I  I  -<  i  ill  1 ,4  i  \l\ 


choose? 


i  J  !  t  ,  /  It  I  1 1  I  !  I  H<  t  1 


1LLU 

V  !  '<  t  Jt-U 


Seems  Like  a  Lot  of  e-commerce  consuLtants  have 
been  in  the  business  for  about  ten  minutes. 
We've  been  here  for  over  ten  years. 

And  whiLe  other  consuLtants  boast  of  compLeting 
projects  with  five  cLients,  we've  racked  up 
successes  for  over  500.  That's  why  we're 
/  the  ideaL  singLe-source  soLution  to  your  every 
e-commerce  need,  from  design  and  strategy  to 
software  impLementation  and  systems  integration. 


Experience  counts. 


TECHNOLOGY  SOLUTIONS  COMPANY 
WWW.TECHSOL.COM 
800.819.2250 


E-STRATEGY 


At  Compaq,  Seth  Romanow  says 
■fjfij  a  team  of  e-commerce  strategists 

;//.•;  "helped  us  get  to  market  faster." 

:: 


sites,  such  as  banks  and  booksellers.  And  the 
airlines  aren’t  British  Airways’  biggest  rivals 
for  online  ticket  sales;  that  distinction  goes 
to  travel  Web  sites  like  Microsoft  Corp.’s 
Expedia.com. 

Agency.com,  whose  other  clients  include 
Gucci,  Kmart  Corp.,  Pacific  Bell  and 
Unilever  PLC,  has  been  helping  British 
Airways  toward  an  ambitious  goal  of  doing 
50  percent  of  its  business  online  within 
three  years,  up  from  less  than  10  percent 
today.  Groves  says  Agency.com  also  helped 
the  airline  develop  new  approaches  for 
reaching  customers  in  any  medium.  “It’s 
important  that  we’re  there  in  whatever 
channel  the  customer  chooses,”  Groves 
says.  Agency.com’s  team  helped  her  orga¬ 
nization  “understand  what  the  customer 
expectations  are  for  each  channel  and 
design  for  them  accordingly,”  she  says.  As 
a  result,  customers  can  now  access  British 
Airways’  Web  site  not  only  from  desktop 
computers  but  from  personal  digital 
assistants,  wireless  devices  and  interac¬ 
tive  television  as  well. 

E-commerce  strategists  typically  set  up 
dedicated  teams  with  their  clients,  often 
offering  a  mix  of  creative,  management 
and  technical  specialists.  At  British 
Airways,  Groves  says,  that  approach 
eliminated  the  “us”  and  “them”  per¬ 
ception.  “The  lines  between  the  corpo¬ 
ration  and  [the  e-commerce  strategists]  can 
and  should  blur  because  it’s  really  just  a  question  of 
the  right  experience  being  in  the  room  to  get  the 
right  results,”  she  says.  “At  that  point,  Agency.com 
is  just  one  of  the  people  in  the  room.”  Sometimes  e- 
strategists  simply  provide  a  fresh  perspective  on  pri¬ 
orities.  “It  is  not  unusual  to  find  literally  100  differ¬ 
ent  initiatives  going  on  in  a  dozen  different  business 
units  in  a  Fortune  500  company,”  says  Mainspring’s 
Hancock.  An  e-commerce 
consulting  team  can  winnow 
the  list  to,  say,  the  top  five 
projects,  then  unite  them  in 
a  coordinated  strategy  cov¬ 
ering  everything  from  orga¬ 
nizational  change  to  perfor¬ 
mance  measurement  to 
partnerships.  Down  the  line, 
the  team  can  keep  tabs  on 
how  or  whether  new  tech¬ 
nologies  fit  into  the  client’s  e- 
business.  “Servers,  security,  personalization.  Just 
keeping  up  with  those  and  understanding  how  they 
fit  into  your  environment  and  how  they  scale — that’s 
tricky,”  says  Diana  Brown,  Scient’s  vice  president 
and  general  manager  of  the  Financial  Markets 
Business  Unit. 


Even  in  the  Internet  economy,  some  things 
remain  constant.  “We  still  fly  planes,”  says  British 
Airways  Groves.  “And  customer  service  stands  true 
no  matter  what  you’re  talking  about.”  But,  she 
adds,  “There’s  a  clear  understanding  across  the  air¬ 
line  that  [e-commerce]  will  fundamentally  change 
the  way  British  Airways  does  business.”  And  that 
kind  of  change  doesn’t  come  easily.  “There’s  a  lot 

of  pain  out  there,”  says 
Mainspring  President 
and  CEO  John  M. 
Connolly.  “The  majority 
of  executives  we  meet 
are  hurting  because  they 
just  don’t  understand 
how  to  move  forward. 
The  Internet  is  so  uncer¬ 
tain,  the  business  models 
are  so  embryonic,  invest¬ 
ment  is  so  high,  they 
For  many  companies,  e- 
commerce  strategists  who  can  provide  answers  are 
worth  their  weight  in  gold — literally.  BE! 

Senior  Editor  Anne  Stuart  can  be  reached  via  e-mail 
at  astuart@cio.com. 


“It’s  not  easy  to  tell 
somebody  their  baby 
is  ugly,  even  if 
the  baby  is  ugly.  ” 

-SCIENT'S  CHRISTOPHER  LOCHHEAD 

don’t  know  what  to  do. 
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Kevin  Paugh,  CIO 
Advantage  Sales  and  Marketing 


Annual  Wholesale  Revenue:  $17  billion 


Clients: 


Brand-name  Consumer  Packaged 
Goods  Manufacturers 


Customers:  Major  Supermarket,  Drug,  Club, 
Mass  Merchandise  Chains 


[  Market  Leader,  Technology  Leader  ] 


Kevin  Paugh  sets  lofty  goals.  Besides  seeking  a  more  efficient  IT 
infrastructure  framework,  he  resolved  that  Advantage  Sales  and  Marketing 
would  provide  the  best  customer  service  in  the  food  brokerage  industry, 
manage  information  access  effectively  and  securely,  and  ultimately  realize 
profound  competitive  advantage.  DataChannel’s  XML-based  Enterprise 
Information  Portal  helped  him  meet,  and  exceed,  those  goals.  And  thanks  to 
the  functionality  that  only  XML  and  the  experts  at  DataChannel  can  provide, 
Advantage  Sales  and  Marketing  didn’t  have  to  redesign  their  IT  infrastructure  to 
do  it.  “It’s  all  about  getting  the  right  information  to  the  right  person  at  the  right 
time.  That’s  our  key  competitive  advantage.  That’s  what  we  gained  by  working 
with  DataChannel.” 


“When  clients  from  around 
the  globe  can  access  a 
personalized,  secure, 
e-business  interface  with 
the  right  information  they 
need  to  be  successful,  that’s 
a  competitive  advantage.” 


[  Advancing  the  way  the  world  does  business  ] 


Visit  www.datachannel.com  or  call  1  -888-503-8786  for  more  details. 


1999  DataChannel.  Inc.  All  rights  reserved.  All  trademarks  or  registered  trademarks  are  the  property  of  their  respective  owners. 


<f*>  DataChannel 

[  The  XML-based  enterprise  information  portal  solutions  company  ] 
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Doug  saved  on  Daisy's  vet  bills  by  visiting  his  company's  Intranet  site. 
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RealLife  Benefits 


Ask  RewardsPlus  to  set  up  a  voluntary  benefits  Intranet  site  for  your  company,  and  find  out 
how  easy  it  is  to  offer  employees  up  to  20%  savings  on  life  and  auto  insurance,  mortgages, 
legal  services  —  even  pet  insurance.  RewardsPlus  does  all  the  work  and  costs  employers 
nothing.  Call  RewardsPlus  and  treat  your  employees  to  the  best  voluntary  benefits  program 
in  America.  800-218-1464 
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INTERVIEW:  MARK  STEFIK 


On  the  Internet 


This  author  says  the  Net  makes  us  more  connected — and  more  conflicted 

By  Sari  Kalin 


Broadly  speaking,  Mark  Stefik  has  spent  a  good  part  of  his  career  delving  into  what 

it  means  to  make  sense.  Stefik  got  his  computer  science  doctoral  degree  from  Stanford  in  1980.  For  his 
thesis,  he  built  an  experiment-planning  system  for  gene-cloning  experiments;  he  did  subsequent  artifi¬ 
cial  intelligence  ( AI)  research  on  very  large  scale  integration  (VLSI)  design.  Stefik  changes  fields  every 
five  years  or  so.  He  just  completed  a  yearlong  stint  researching  digital  copyright  systems  at  Xerox 
Corp.’s  Palo  Alto  Research  Center  (PARC),  creating  its  Secure  Document  Systems  area.  Stefik  is  now 
manager  of  PARC’s  Human  Documents  Interactions  area.  His  current  research  involves  “sense-making 
systems” — computer  systems  that  help  people  work  with  vast  quantities  of  online  information. 

It’s  fitting,  then,  that  Stefik’s  new  book  strives  to  make  sense  out  of  the  Internet — more  precisely,  out 
of  society’s  response  to  it.  In  The  Internet  Edge:  Social,  Technical  and  Legal  Challenges  for  a 
Networked  World  (MIT  Press,  1999),  Stefik  puts  the  current  conflicts  raging  around  the  Internet — pri¬ 
vacy,  copyright,  threats  to  old  ways  of  doing  business — into  context.  He  looks  back  at  the  dreams  of 
grandiose  change  and  the  nightmares  of  upheaval  that  accompanied  innovations  of  the  past,  ranging 
from  the  Erie  Canal  to  videotext.  He  also  looks  forward  into  what  kinds  of  technologies  are  shaping 
the  Web.  CIO  spoke  with  Stefik  recently  about  what  CIOs  can  expect  on  the  Internet  Edge. 


http://webbusiness.cio.com 
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INTERVIEW:  MARK  STEFIK 


CIO:  What  exactly  is  the  "Internet  Edge"? 

Stefik:  The  word  edge  itself  comes  from  pro- 
cess-oriented  psychology.  An  edge  marks  a 
boundary  between  what  we  are  and  what  we 
are  becoming.  Edges  can  be  big  or  small.  For 
example,  people  can  have  edges  about  speak¬ 
ing  out  or  asking  for  help.  We  may  feel  that 
we  need  to  speak  out,  but  we  are  afraid  of 
how  it  will  change  our  lives.  We  may  need 
help  in  doing  something,  but  we  are  too 
embarrassed  to  ask  for  it.  We  are  at  an  edge 
when  we  are  oscillating  and  trying  to  decide 


what  to  do.  The  Internet  Edge  is  a  collective 
edge,  reflecting  how  people  are  adjusting  as 
the  world  becomes  more  connected  through 
the  Internet.  As  with  other  connection  tech¬ 
nologies,  the  edge  manifests  itself  as  tension 
between  local  and  global  values. 

In  psychological  terms,  how  do  indi¬ 
viduals  and  groups  respond  when  they 
confront  an  edge? 

It  is  real  interesting  to  watch  someone  work¬ 
ing  an  edge — such  as  in  psychodrama.  What 
you  see  is  oscillating  behavior.  The  urge  for 
the  change  drives  people  forward,  and  the 
resistance  to  the  change  drives  them  back. 
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People  often  experience  a  sense  of  confusion 
and  forgetfulness  at  edges.  When  resistance 
asserts  itself,  we  can  temporarily  forget  what 
we  are  doing.  Groups  also  oscillate  at  edges. 
They  start  out  going  in  one  direction  and 
then  stop  and  reverse  course.  For  a  group, 
confusion  at  an  edge  shows  up  as  lack  of 
agreement  about  a  course  of  action. 

So  where  do  we  see  the  Internet 
pushing  us  to  change — and  see  the 
resistance  against  it? 

One  example  of  a  force  for  change  is  the 
way  that  online  sales  are  changing  how  busi¬ 
nesses  work.  Online  sales  channels  bring 
products  into  new  areas  and  take  customers 
away  from  local  retailers.  The  push-back 
seeks  to  protect  the  status  quo,  such  as  the 
efforts  by  some  merchants  to  limit  the  access 
of  the  Internet  in  their  areas  or  to  slow  the 
rate  of  change  by  taxing  Internet  businesses. 
Another  example  of  push-back — local  ver¬ 
sus  global — is  the  work  against  so-called 
“cultural  pollution”  where  a  country  seeks 
to  limit  the  flow  of  foreign  ideas  and  content 
into  their  areas  via  the  Internet. 

Where  will  CIOs  see  evidence  of 
Internet  Edge-style  resistance  in  their 
companies? 

There  is  always  resistance  to  change.  The 
Net  opens  up  new  ways  of  doing  business. 
Resistance  arises  when  people  don’t  want  to 
learn  new  ways.  They  understand  the  value 
of  the  old  ways  and  how  those  worked.  For 
example,  the  Net  is  contributing  to  the 
forces  of  globalization.  As  companies 
become  more  global  or  have  distributed 
work  forces,  they  are  trying  to  use  the  Net  to 
connect  people  who  work  in  distant  places. 
Companies  are  discovering  how  difficult  it  is 
to  collaborate  on  the  Net.  It  is  more  difficult 
for  people  to  get  to  know  each  other  and 
work  smoothly  together.  The  push-back 
arises  because  change  is  difficult. 

What  will  it  take  to  get  companies  to 
overcome  these  internal  conflicts  and 
resistance  to  the  Internet? 

Competitive  pressures  are  driving  the  move 
to  the  Internet.  Say  you  have  a  company  that 
has  traditional,  non-Internet  ways  of  doing 
things.  They’re  comfortable  in  their  ways, 
and  they’ve  got  their  rationale  and  traditions 
and  all  that.  When  they  find  themselves  los- 
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MANAGED  NETWORK  SOLUTIONS.  So,  what  do  you  do  when  you're  having  trouble 


finding  the  right  people  to  keep  up  with  all  the  rapid  changes  in  network 
technology?  A  lot  of  companies  are  turning  to  BellSouth?  We  can  do  it  all  with 
our  experts  who  can  design  and  manage  your  network,  with  everything  from 
capacity  planning  and  security  assessment  to  managed  e-commerce  and  help 
desk  support.  And  regardless  of  the  size  or  complexity  of  your  network,  we  offer 
complete  management  and  turnkey  solutions.  All  of  which  means  you  can 
concentrate  on  the  real  work,  not  the  network.  So,  put  BellSouth  know  how  to 

work  for  you.  www.bellsouth.com/business  ©  BELLSOUTH 

Know  How 


VOICE  AND  DATA  INTEGRATION  •  NETWORK  MANAGEMENT  •  E-COMMERCE 
HIGH-SPEED  INTERNET  ACCESS  •  BUSINESS  INTERNET  SOLUTIONS 

01999  BellSouth  Corporation 
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INTERVIEW:  MARK  STEFIK 


ing  accounts,  losing  position  or  losing  mar¬ 
ket  share  relative  to  some  other  company 
that  is  organized  somewhat  differently,  it  is  a 
real  call  to  action. 

What  makes  it  interesting,  then,  is  that 
not  everybody  answers  this  call  to 
action  at  once? 

The  pioneers  are  first,  and  they  get  the 


arrows  in  their  backs.  Some  companies  move 
early,  and  then  the  herd  tends  to  move  all  at 
once.  The  reason  there’s  edge  work  here  is 
because  the  ones  that  move  early  sometimes 
move  too  early;  some  aspect  of  the  change 
may  not  work  and  they  may  need  to 
retrench.  Similarly,  the  ones  that  move  late 
may  find  that  they’re  not  relevant  anymore. 
One  of  the  deep  issues  about  edges  is  that 
they  are  not  trouble-free. 


In  Cyberspace  We  Trust? 

...[T]he  drive  toward  digital  commerce  and  publishing  is  a  shift  that 
lets  local  businesses  increase  their  global  reach  by  taking  a  shortcut 
through  cyberspace.  However,  cyberspace  is  not  simply  fast  and 
ubiquitous;  it  is  also  largely  invisible  and  intangible.  By  relying  on 
cyberspace  as  it  exists  today,  we  are  moving  from  local  commerce  in 
tangible  goods  with  neighbors  that  we  more  or  less  know  and  trust  to  a 
trade  in  invisible  goods  with  people  we  don't  know  who  use  computer 
systems  that  we  need  to  trust.  It  is  easy  to  see  why  this  journey  to  the 
Internet  edge  provokes  so  much  pushback  and  uncertainty. 

...If  we  cannot  trust  computer  systems  and  the  invisible  and  intangible 
processes  that  drive  them,  our  only  alternative  is  to  increase  the  visibility 
and  tangibility  of  those  processes....  Computer  systems  have  the  potential 
to  provide  wonderful  visibility  and  accountability.  Just  as  bank  systems 
provide  an  audit  trail  in  monthly  statements,  so  trusted  systems  could  pro¬ 
vide  accounting  summaries.  Just  as  political  institutions  back  up  the  occa¬ 
sional  bank  failure  and  respond  to  claims  of  errors,  so  new  institutions 
could  stand  behind  computer  systems  for  commerce.  Creating  institutions 
that  can  certify  trusted  systems  is  part  of  the  overall  challenge  of  enabling 

the  information  market¬ 
place  to  grow.  Viewing 
trusted  systems  in  this  light 
makes  it  clear  that  there  is 
important  social  and  legal 
work  to  be  done  at  the 
Internet  edge. 

-From  The  Internet  Edge: 
Social,  Technical  and  Legal 
Challenges  for  a  Networked 
World,  by  Mark  Stefik  (MIT 
Press,  1999) 


What  other  kinds  of  edge-related 
conflicts  might  a  CIO  have  to 
confront  within  his  or  her  organiza¬ 
tion? 

Corporate  e-mail  policy  is  one.  Some 
companies  save  e-mail,  and  they  claim 
the  right  to  access  all  of  it.  That  kind  of 
policy  can  be  driven  by  a  belief  that  [the 
company]  is  responsible  to  stockhold¬ 
ers.  They  worry,  “Are  the  company’s 
resources  being  used  properly  if  e-mail 
is  being  used  for  a  lot  of  chatter?”  They 
don’t  want  to  be  embarrassed  by  it. 

There  is  a  flip  side.  When  companies 
have  saved  e-mail  and  have  been  sued 
for  something,  all  of  a  sudden,  all  this 
old  e-mail  is  dredged  out  from  the 
archive.  Look  at  what  happened  to 
Microsoft  Corp.  in  the  Justice 
Department’s  antitrust  case:  It  found 
itself  needing  to  answer  to  internal 
company  memos.  That’s  a  case  where 
Microsoft  probably  wished  it  could 
have  lost  its  e-mail.  Another  aspect  of 
the  issue  is  employees  who  are  con¬ 
cerned  about  their  e-mail  being  moni¬ 
tored  and  are  afraid  the  company 
wants  to  keep  and  watch  everything 
they  do. 

How  do  you  see  the  tension  around 
corporate  e-mail  policies  being 
resolved? 

My  sense  is  that  we’re  going  to  shift  the 
balance.  People  will  use  encryption  to 
discourage  casual  snooping.  It  will  be 
as  easy  as  clicking  the  “send”  button. 
You  can  encrypt  a  message  so  that  it 
can  be  read  only  by  the  persons  in¬ 
tended,  barring  a  serious  crypto  attack. 
But  cryptography  is  not  absolute.  It 
will  probably  be  legal  to  get  into  mes¬ 
sages  under  certain  legal  situations. 
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Your  network 

should  not  have  to  support  the 

New  York  Stock  Exchange. 


Day  trading  and  other  inappropriate  web  browsing  accounts  for  as  much  as  59%  of  business  Internet 
usage.  You’ve  got  responsibility  for  the  web,  download  a  way  to  manage  it.  www.surfcontrol.com/nvse 
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Every  company  is  different. 
Every  e-solution  is  different. 
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INTERVIEW:  MARK  STEFIK 


What  about  the  conflict  in  the  music 
industry  over  copyright  issues?  What 
resolution  do  you  see  there? 

For  any  digital  music  distribution  and  copy 
protection  scheme  to  succeed,  it  has  to  be  con¬ 
venient.  When  software  vendors  tried  to 
deploy  copy  protection  in  the  late  ’70s  and 
early  ’80s,  those  methods  were  eventually 
abandoned  because  they  caused  too  much 
grief.  The  copy  proofing  kept  getting  in  the 
way,  such  as  for  routine  backup.  I  don’t 
expect  the  next  generation  of  MP3  players 


that  we’ll  see  this  Christmas  to  be  a  long- 
lasting  solution.  It’s  not  convenient  enough  yet 
to  download  music  from  the  Internet.  Music 
is  not  deeply  protected,  so  the  music  compa¬ 
nies  aren’t  happy.  To  me,  the  first  generation 
doesn’t  have  the  right  properties  to  last. 

So  what  kinds  of  changes  might  we 
see  in  the  music  industry  and  music 
distribution? 

There  will  be  a  transition  away  from  physical 
media.  You  won’t  know  particularly  where 
your  music  is  stored.  Now  we  buy  music 
mainly  as  a  kind  of  medium — it’s  a  CD,  it’s  a 
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tape.  You  can  play  it  anywhere  you  want 
because  you  carry  the  medium  from  one  place 
to  another.  In  the  future,  you’ll  be  able  to  buy 
music  and  play  it  anywhere  without  actually 
moving  anything  physical.  You’ll  be  able  to  be 
drive  home  in  your  car,  hear  some  great  music 
on  the  radio,  and  just  say  to  your  car,  “I  want 
that  song.”  The  car  entertainment  system  will 
pick  that  up  and  log  the  identification  number 
of  the  music.  Your  car  system  will  pass  the 
information  to  your  home  entertainment  sys¬ 
tem.  When  you  get  home,  your  home  enter¬ 
tainment  system  will  help  you  make  the  com¬ 
mercial  arrangements.  You’ll  negotiate  about 
prices  and  terms — buy  it  for  a  year  at  home, 
buy  a  copy  you  can  play  as  many  places  as 
you  want  to,  and  so  on.  Then  there  will  be  the 
opportunity  for  follow-up  sales,  for  recom¬ 
mending  related  artists  or  other  pieces  by  the 
same  artist,  or  for  suggesting  clubs  for  period¬ 
ically  buying  music.  The  music  companies 
will  ultimately  love  that.  Every  publishing 
company  that  discovers  subscription-based 
sales  loves  it  because  it  leads  to  predictable 
income  streams. 

How  will  consumers  react  to  this 
scenario — especially  those  college-age 
consumers  who  are  most  likely  to  scour 
the  Web  for  "free"  music? 

Right  now,  the  people  who  are  most  likely  to 
cheat  the  music  industry,  either  by  burning 
their  own  CDs  or  downloading  MP3  files,  are 
part  of  the  demographic  in  which  people  have 
more  time  than  money.  This  is  the  same  age 
group  that  pays  the  most  attention  to  hits — 
and  this  age  group  may  prove  to  be  a  special 
case.  Right  now,  bands  that  have  hits  also  give 
concerts  and  make  much  of  their  money  on 
concerts.  However,  this  whole  hit  mentality 
holds  to  only  about  age  25.  As  people  get 
older,  they  diversify  and  end  up  having  differ¬ 
ent  tastes.  The  music  scene  will  bifurcate  in 
terms  of  age  groups.  The  home  entertainment 
system  with  convenient  online  purchasing  will 
have  the  greatest  appeal  immediately  for  peo¬ 
ple  who  are  over  age  25;  for  them,  I  think  con¬ 
venience  is  going  to  completely  overrun  the 
resistance  to  copy  protection  in  music.  They 
won’t  need  to  think  about  making  copies 
because  any  music  they  buy  will  be  accessible 
on  all  their  gear.  For  people  under  age  25,  the 
industry  may  treat  them  differently.  There 
may  be  some  music  circulating  around  for 
free,  with  the  artists  making  their  money  on 
their  concerts  and  their  TV  appearances. 
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So  how  do  you  take  advantage 
of  all  the  opportunity  out  there? 


Step  one:  develop  an  enterprise  business  strategy. 

(EDS  can  help  with  that.) 


Step  two:  select  &  implement  the  right 
technologies  to  make  your  strategy  work. 
(EDS  can  help  with  that,  too.) 


Step  three:  adulation,  applause,  credit,  etc. 
(You're  on  your  own  with  this  one.) 


www.eds.com 


INTERVIEW:  MARK  STEFIK 


You've  done  a  lot  of  research  in  Al,  a 
field  that  generated  a  lot  of  hype  in  the 
'80s  and,  some  would  say,  failed  to  de¬ 
liver  on  those  expectations.  As  you  look 
into  the  future  of  the  Net,  do  you  see  a 
return  of  interest  in  Al? 

In  a  way,  it’s  the  return  of  knowledge  more 
than  the  return  of  AI.  There  is  a  potential  for 
Al  work  in  this  area,  but  the  focus  is  not  the 
same  as  the  automation  theme  that  domi¬ 
nated  much  of  the  early  expert  systems  para¬ 
digm.  Instead,  the  focus  is  on  helping  indi¬ 
viduals  and  groups  do  their  work  and 
manage  their  knowledge  resources  more 
effectively  rather  than  on  finding  ways  to 
automate  some  expert  task. 


What  are  some  ways  that  researchers 
are  trying  to  bring  knowledge  to  the 
Net? 

One  visible  thrust  is  the  creation  of  so- 
called  “ontologies” — networks  of  terms 
and  meaning.  Other  efforts  are  focusing  on 
systems  for  summarizing  text,  translating 
text  from  one  language  to  another  and  find¬ 
ing  relevant  information  in  text.  Another 
branch  of  work  is  done  by  people  interested 


in  data  mining  and  knowledge  mining — 
typically  with  a  strong  statistical  thread.  Yet 
another  branch  uses  expert  systems  as  part 
of  a  process  for  delivering  a  service  on  the 
Net.  For  example,  if  you  order  a  computer 
online  and  fill  in  the  forms,  there  is  a  config¬ 
uration  system  behind  the  scenes  that 
makes  sure  the  system  has  all  the  compati¬ 
ble  and  necessary  parts  and  which  com¬ 
putes  the  price  for  the  system.  I  think  we 
will  see  more  of  such  embedded  expert  sys¬ 
tems  as  the  mass  customization  ideas  take 
deeper  root  in  the  economy. 

What  other  ways  do  you  think  our 
experience  of  the  Web  will  change  from 
the  way  we  experience  it  now? 

Most  people  think  about  the  Web  as  some¬ 
thing  you  use  from  your  desktop.  That’s  not 
where  it’s  going  to  end  up.  The  Web  will  be 
much  more  ubiquitous  with  the  growth  in 
portable  devices  and  wireless  connectivity.  I 
don’t  mean  to  say  that  desktops  are  going  to 
go  away  any  more  than  dictation  went  away 
after  the  introduction  of  the  phonograph.  It’s 
just  that  there  are  so  many  other  devices  that 
the  Web  will  become  part  of  too.  But  the 
temptation  to  have  the  Web  connect  to  more 
and  more  things  has  a  lot  of  risks  in  it  that 
we’re  going  to  discover  as  we  go  along. 

What  are  some  of  the  risks  to  having 
more  and  more  things  connected  to 
the  Web? 

Security  is  one.  Someone  gave  a  talk  at 
PARC  a  few  months  ago  about  automatic 
traffic — smart  roads,  smart  cars.  One  ques¬ 
tion  caught  this  person  by  surprise:  How 
were  the  security  systems  going  to  be  set  up? 
Think  about  a  terrorist  penetration  into  the 
road-controlling  systems.  What  an  amazing 
mess  that  could  become.  A  few  accidents 
here  and  there,  and  you  can  stop  a  whole 
city.  By  and  large,  we  haven’t  been  building 
systems  with  the  sensitivity  to  the  risks  that 
are  involved  at  that  level.  If  we’re  going  to 
build  these  kinds  of  automatic  systems  that 
affect  us  so  much,  they  have  to  able  to  toler¬ 
ate  the  kinds  of  influences  that  are  likely  to 
come  to  them.  If  we  don’t  do  that,  we  won’t 
use  them.  We  will  push  back  from  the  “auto¬ 
mated  traffic”  edge  and  drive  ourselves.  013 


Senior  Writer  Sari  Kalin  can  be  reached  at 
skalin@cio.com. 
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Getting  the  most  out  of 
your  e-investment  is  more  than 
a  "technology"  story. 

It's  also  a  "better  margins"  story, 
an  "improved  guality"  story  and  a 
"speed  to  market"  story. 


(On  Wall  Street,  this  is  known 
as  a  "love"  story.) 
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Lights,  Camera, 
Log  On 

Web-based  streaming  video  is  turning 
business  execs  into  producers 


BY  JOHN  EDWARDS 


VEN  IN  HIS  WILDEST  DREAMS,  PETER  DAVY,  A 
field  marketing  manager  for  Mentor  Graphics  Corp., 
never  thought  he  would  become  a  TV  producer.  After 
all,  he  doesn’t  like  flashy  clothes  and  rarely  wears  sun¬ 
glasses.  But  last  April,  Davy  found  himself  squarely  in 
the  middle  of  show  business,  coordinating  a  Web- 
based  broadcast  for  the  Wilsonville,  Ore.-based  graphics  hardware 
and  software  company.  “The  experience  was  entirely  new  but  pos¬ 
itive,”  he  says.  “Technology  is  always  taking  us  in  new  directions.” 

At  Mentor,  webcasting  was  recognized  as  a  way  to  keep  customers 
up  to  date  on  emerging  graphics  technologies.  The  company  decided 
that  its  engineering  customers  stood  to  benefit  most  from 
a  webcast,  therefore  its  first  foray  into  the  field 
would  be  a  training  session  that  demon¬ 
strated  how  to  integrate  its  Renoir 
design  management  tool  with  lead¬ 
ing  hardware  description  language 
(HDL)  simulators.  The  hour- 
long  event  featured  the  product 
team  demonstrating  how  to 
debug,  modify  and  document 
HDL  designs.  “Keeping  HDL 
designers  current  on  design 
tools  and  technologies  is 
essential  in  our  industry,” 
says  Davy. 

A  Changing  World 

Web-based  streaming  video  is  turning 
everyday  business  managers  and  executives 
into  Hollywood  hotshots.  Although  most  people 
think  of  webcasts  in  terms  of  breaking  news  events, 
music  videos  or  smutty  movies,  a  growing  number  of 
businesses  are  beginning  to  understand  that  the  tech¬ 
nology  can  also  be  used  to  market  products,  train 
workers,  educate  customers,  deliver  company  news  and 


communicate  news  to  the  world  at 
large.  Still,  while  few  observers 
doubt  webcasting’s  potential,  some 
worry  about  potential  costs  and  the 
current  primitive  state  of  computer- 
based  video. 

Despite  CIOs’  concerns,  corpo¬ 
rate  webcasting  is  rapidly  moving 
into  the  business  mainstream,  says 
Rob  Enderle,  vice  president  of  Giga 
Information  Group  Inc.,  a  technol¬ 
ogy  research  company  based  in 
Norwell,  Mass.  “You  don’t  need  to 
spend  lots  of  money  to  do  this  right 
now,”  he  notes.  Enderle  estimates 
that  typical  webcasts  can  cost  from 
$3,000  to  $15,000  to  produce, 
depending  on  the  specific  tools 
used,  in  addition  to  such  factors  as 
special  effects,  frame  rate  and  pro¬ 
gram  length.  “It’s  not  a  tremendous 
amount  of  money,  and  the  payoff 
can  be  substantial,”  he  says. 

Webcasting’s  supporters  claim 
that  the  technology  actually  cuts 
information  delivery  costs.  “When 
you  consider  how  much  it  costs  to 
fly  a  group  of  people  to  a 
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olved. 
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Maintaining  separate  legacy  and 
Internet  systems.  That's  one  option. 

Your  second  option  is  to  evolve  a  secure, 
synchronous,  Web-enabled  system. 

With  option  two,  EDS  can  help  you 
discover  some  incredible  opportunities 
for  your  existing  systems. 

The  first  option? 

That’s  the  sort  of  thing  that  causes 
CFOs  to  become  trout  farmers. 


POWER  SOURCE 


F  U  S  E  B  0  X 


single  location  for  an  in-person  meeting  or 
to  send  a  bunch  of  trainers  to  customer 
sites,  the  expenses  associated  with  a  web¬ 
cast  seem  relatively  minor,”  says  Enderle. 
Webcasts  are  also  less  costly  than  video- 
conferences  sent  over  leased  lines  and 
satellite  links,  particularly  when  large 
numbers  of  remote  users  need  to  be  linked 
together. 

Enhanced  productivity  is  another  bene¬ 
fit  touted  by  webcasting  advocates. 
“Employees  and  managers  working  in  their 
offices  are  more  likely  to  be  doing  produc¬ 
tive  things  than  are  people  riding  in  a  taxi, 

Technology  concerns 
about  webcasting 
are  fading  as 
rapidly  expanding 
bandwidth  makes  it 
more  practical. 


sitting  on  an  airplane  or  waiting  in  a  depar¬ 
ture  lounge,”  says  Davy.  He  notes  that  web¬ 
casts  also  tend  to  provide  higher-quality 
information  than  onsite  meetings  and  train¬ 
ing  sessions  offer.  “Audiences  benefit  from 
the  use  of  this  technology  because  they  get 
better  information — direct  from  the 
expert — rather  than  from  an  assistant  who 
may  not  have  full  grasp  of  the  topic.” 

The  technology  concerns  surrounding 
webcasting  are  also  starting  to  fade. 
Rapidly  expanding  bandwidth  is  making 
high-quality,  full-motion  video  a  practical 
proposition  for  most  professional  users. 
Even  many  home-based  workers,  denied 
access  to  T1  lines  and  other  corporate- 
oriented  high-bandwidth  connections,  can 
tune  into  high-quality  webcasts  thanks  to 
emerging  digital  subscriber  line  (DSL)  and 
cable  modem  technologies.  “The  field  is 
becoming  more  practical  all  the  time,”  says 
Enderle. 

In-House  or  Outsource? 

While  some  companies  decide  to  install 
their  own  streaming  video  systems,  most 
choose  to  outsource  their  webcasting  activ¬ 
ities  to  a  service  provider — such  as  Edu¬ 
cation,  News  &  Entertainment  Network 
(ENEN),  Livewebevents.com,  Netpodium 
Inc.  or  PlaceWare  Inc. — that  offers  prepack¬ 
aged  solutions.  Such  an  approach  makes  a 


Flash  Forward 

In  just  a  few  years,  the  “enviromercial”  will 
be  an  advertiser’s  dream  come  true 


Any  media  executive 
worth  her  salt  should  be 
thinking  hard  about 
how  broadband  will  affect  her 
corporate  strategy.  But  accord¬ 
ing  to  a  recent  study  by 
Forrester  Research  Inc.  in 
Cambridge,  Mass.,  most  execs 
are  missing  the  point. 

While  all  42  companies  that 
Forrester  interviewed  agreed 
that  broadband 
will  increase  ad¬ 
vertising  effective¬ 
ness,  only  14  per¬ 
cent  reported  that 
increased  user 
adoption  of  broad¬ 
band  will  change 
their  current  busi¬ 
ness  models.  “By 
combining  TV’s 
gripping  audio¬ 
visual  experience 
with  the  un¬ 
matched  control  afforded  by 
the  Web,  broadband  has  the 
potential  to  deliver  an  experi¬ 
ence  that  hooks  the  user  for 
hours,”  says  Mark  E.  Hardie, 
author  of  the  Forrester  study. 
“But  current  thinking  won’t  get 
us  there.”  In  imagining  little 
more  than  increased  interactiv¬ 
ity  and  faster  search  engines, 
argues  Hardie,  media  execu¬ 
tives  are  failing  to  rise  to  the 
marketing  opportunities  broad¬ 
band  will  provide. 

Instead,  entertainment  and 
Web  companies  might  envision 
a  format  that  Forrester  terms 
“immersive  interactivity,” 
which  combines  the  visuals  of 
television  and  the  control  of  the 
Web.  The  “enviromercial,”  for 
example,  would  allow  a  user  to 
purchase  the  clothes  her 
favorite  television  characters 
wear  and  the  CD  that  plays  as 
they  dance. 


Forrester  predicts  that  by 
2003,  almost  26  million  broad¬ 
band  subscribers  will  be  wired 
and  ready  for  immersive  inter¬ 
active  experiences.  And  compa¬ 
nies  that  are  currently  in  the 
broadband  vanguard  will  pro¬ 
vide  the  tools. 

Companies  like  Robocast 
Inc.  ( www.roboguide.com ), 
are  already  creating  innovative 
control  panels  to 
allow  users  to 
click  on  VCR-like 
play,  pause  and 
fast  forward  but¬ 
tons  to  move 
through  a  long 
sequence  of  Web 
sites  without  hav¬ 
ing  to  click  on 
each  one.  The 
company  is  cur¬ 
rently  working  on 
a  “record”  but¬ 
ton  for  offline  viewing.  With 
Click-Thru  Video  from 
Intertainer  Inc.  (www. 
intertainer.com),  a  user  can 
click  on  links  designated  by  a 
special  icon  and  see  an  ad  in 
full-motion  video  and  then 
purchase  the  item. 

With  the  users  and  technol¬ 
ogy  in  place,  the  only  thing  that 
threatens  to  keep  advertisers 
from  the  wallets  of  broadband 
subscribers  is  a  dearth  of  cre¬ 
ative  types.  But  not  to  worry, 
says  Hardie.  Just  as  Web  devel¬ 
opers  came  out  of  the  wood¬ 
work  when  the  need  arose,  so 
will  innovative  broadband  con¬ 
tent  producers.  Top  talent, 
eager  for  the  leading  edge,  will 
run  from  the  limited  horizons  of 
traditional  media  companies 
and  will  form  a  new  industry  of 
broadband  writers,  producers 
and  developers. 

-Martha  Heller 
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But  EDS  can 
seamlessly  connect 


The  result:  reduced 
operating  costs  and  faster 
settlements  for  you. 


seismic  proportions  for 
your  competitors. 


EDS 


www.eds.com 


POWER  SOURCE 


lot  of  sense  for  organizations  still  testing  the  webcasting 
waters.  “It  makes  no  sense  to  invest  thousands  of  dollars  in 
products  that  you  may  decide  not  to  use  in  the  future,”  says 
Enderle. 

When  Mentor  decided  to  begin  webcasting,  the  company 
turned  to  the  San  Diego-based  Education,  News  &  Enter¬ 
tainment  Network.  ENEN’s  NetSeminars  webcasting  service 
lets  users  draw  from  a  combination  of  audio,  video  and  online 
chat  technologies.  Presentations  can  originate  from  ENEN’s 
multimedia  studio  in  Los  Angeles  or  remotely  from  a  place  des¬ 
ignated  by  the  customer.  Following  the  live  event,  an  archived 
version  of  the  presentation  is  available  on  a  designated  Web 
site  for  access  anytime,  anywhere.  To  attend  a  NetSeminar  or 
view  an  archived  presentation,  users  need  a  computer  with 
Internet  access  and  a  Java-enabled  Web  browser. 

Organizations  should  ease  into  webcasting  gradually,  says 
ENEN’s  founder  Robert  Edelman,  who  is  also  vice  president 

If  organizations  are 
hesitant  about 
webcasting,  they  should 
ease  into  it  gradually 
by  testing  it 
with  a  small  event. 


of  Internet  at  Marshall  Industries,  the  El  Monte,  Calif.-based 
electronic  components  distributor  that  owns  ENEN.  “Give  it 
a  try,”  he  urges.  “Five  years  ago,  no  one  thought  the  Internet 
would  become  such  an  important  tool.  With  webcasting,  if 
you’re  hesitant  about  using  it  for  a  major  event,  test  it  with 
something  smaller.” 

Livewebevents.com  aims  to  help  budding  webcasters  get 
the  greatest  possible  value  out  of  their  productions,  says  Dale 
Coyner,  president  of  the  Herndon,  Va.-based  company.  Coyner 
believes  that  webcasting  can  both  expand  an  audience  and 
extend  a  production’s  life.  “Webcasting  can  help  you  reach 
the  audience  unable  to  attend  youf  event  in  person.  Archiving 
audio-video  proceedings  in  the  form  of  a  webcast  is  also  a 
more  convenient  and  cost-effective  form  of  preserving  your 
program  for  future  viewing  without  the  expense  or  bother  of 
tape  duplication  and  distribution.” 

Another  company  that’s  helping  organizations  incorporate 
webcasting  is  Seattle-based  Intervu  Inc.  Its  Netpodium  soft¬ 
ware  allows  organizations  to  broadcast  their  message  to 
dozens  or  thousands  of  viewers,  as  long  as  sufficient  band¬ 
width  and  network  access  facilities  are  available.  In  addition 
to  streaming  audio  and  video,  Netpodium  offers  real-time  mes¬ 
saging  and  polling  capabilities.  Organizations  can  purchase 
the  software  at  prices  starting  at  about  $5,000  to  combine 
with  their  own  webcasting  infrastructure,  or  they  can  contract 
with  Intervu  to  provide  the  necessary  server,  bandwidth,  con¬ 
tent  creation,  and  other  equipment  and  services  needed  to  pro¬ 
duce  a  webcast. 

Most  budding  webcasters  require  a  great  deal  of  hand- 


CC  Here's  My  Card 

ULI  RDERING  print  materials  such  as  stationery, 

■  I  business  cards  and  marketing  collateral  is  consid- 
ered  a  necessary  evil  at  a  lot  of  companies. 
ImageX.com  of  Bellevue,  Wash.,  wants  to  capitalize  on  the 
hassles  of  ordering  business  printing  through  its  ImageX 
Online  Printing  Center. 

The  service  is  designed 
to  streamline  printing 
00  by  allowing  customers 
to  manage  and  control 
ordering  through  the 
Internet.  ImageX  creates 
a  password-protected 
customized  Web  site  for 
clients  complete  with  a 
catalog  of  company- 
approved  graphic 
images,  logos  and 
typefaces.  In  addition, 
order  size  limits,  cost 
center  accounting  and 
other  procurement  rules 
are  built  into  the  Web 
site.  Using  a  PC  and  a  browser, 
companies  can  edit,  proof,  order  and  track  printing.  The 
company  charges  a  one-time  fee  for  setting  up  a  custom¬ 
ized  Web  site.  Printing  costs  vary  depending  on  needs.  For 
more  information,  contact  ImageX.com  at  800  959-7845  or 
visit  www.imagex.com. 


Now  Hear  This 


It: 


REAT-SOUNDING  WEB  AUDIO"  MAY  SEEM  LIKE  AN 
i  oxymoron,  especially  when  the  recording  origi¬ 
nates  on  a  telephone.  But  TellSoft  Technologies  Inc. 
says  it  doesn't  have  to  be  that  way.  The  Colorado  Springs, 
Colo.-based  company's  ITalk  Server  2.0  captures  and 
converts  touch-tone  telephone  messages  into  high-quality 
RealAudio  files,  then  publishes  them  directly  to  a  Web  site. 
Users  can  record,  publish  or  play  back  messages  at  any  con¬ 
nection  speed  online  as  well  as  by  telephone.  TellSoft  cus¬ 
tomers  use  iTalk  for  a  variety  of  tasks,  such  as  live  Internet 
broadcasts,  corporate  communications  and  distance  learn¬ 
ing.  Prices  start  at  $3,1 95  for  the  iTalk  Server  bundle,  which 
includes  technical  support  and  upgrades.  For  more  infor¬ 
mation,  visit  www.tellsoft.com  or  call  719  785-6000. 
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Do  your  company's 
front  office  and  back  office  work 
in  relative  isolation? 

Consider  the  EDS  way. 

We  can  help  sales  and  marketing 
work  side  by  side  with 
manufacturing  and  billing. 


They'll  create  better 
products,  faster. 


They’ll  improve  customer  service. 


Heck,  they  may  even  get  to  know 
each  other's  names. 


POWER  SOURCE 


holding  before  they  feel  comfortable 
using  the  medium.  “This  isn’t  a  field 
where  you  just  shove  the  software  at  a 
customer  and  tell  him  to  go  do  it,”  says 
John  O’Halloran,  Intervu’s  vice  presi¬ 
dent  and  general  manager  of  its  Business 
Communications  Group.  “You  need  to 
provide  the  support  that  makes  it  possi¬ 
ble  for  anyone  to  realize  the  benefits  of 


Early  Adopters 

Companies  in  the  IT,  telecommunica¬ 
tions,  pharmaceuticals  and  financial  ser¬ 
vices  areas  are  proving  to  be  the  most 
enthusiastic  adopters  of  webcasting, 
says  Livewebevents. corn’s  Coyner. 
“Companies  in  these  industries  have 
higher  investments  in  technology,  their 
employees  are  more  accepting  of  the  use 


Webcasting  gives  organizations  a 
level  of  flexibility  that 
can't  be  duplicated  by  videocassettes, 
CD-ROMs  or  DVDs. 


this  experience  without  the  need  to  con¬ 
sider  any  technical  or  software  installa¬ 
tion  requirements.”  ENEN’s  Edelman 
says  webcasting  is  a  “brave  new  world” 
for  most  CIOs.  “It’s  sort  of  like  the  early 
days  of  putting  up  a  Web  site.  When 
companies  realized  the  amount  of 
resources  it  takes  to  maintain  a  site, 
many  outsourced  the  activities.  We’re 
seeing  history  repeat  itself.” 

Webcasting  gives  organizations  a  level 
of  flexibility  that  can’t  be  duplicated  by 
videocassettes,  CD-ROMs,  DVDs  and 
other  types  of  video-oriented  informa¬ 
tion  media,  says  Scott  Campbell,  senior 
manager  of  the  Platform  Development 
Customer  Unit  at  diagramming  software 
developer  Visio.  “Given  the  lengthy  pro¬ 
duction  and  distribution  processes,  these 
technologies  are  best  suited  for  a  static 
curriculum,”  he  says.  “The  webcast 
information  dissemination  technology 
is  far  more  applicable  and  capable  of 
delivering  up-to-the-minute,  dynamic 
information.” 

Using  Netpodium,  the  Seattle-based 
company  has  conducted  six  technical 
product  information  and  training  web¬ 
casts  targeted  at  software  developers 
over  the  past  eight  months  and  is  now 
in  the  process  of  building  an  in-house 
Webcast  production  studio.  But 
Campbell  doesn’t  see  webcasting  replac¬ 
ing  other,  traditional  methods  of  infor¬ 
mation  distribution.  “The  customer  still 
wants  articles,  demos,  sample  code, 
onsite  training  and  so  on.  We  have, 
however,  greatly  enhanced  our  ability  to 
deliver  customers  the  information  they 
want  now.  ” 


of  technology,  and  fast  communication 
is  critical  in  these  industries  because 
they’re  changing  overnight,”  he  says. 

But  webcasting  will  rapidly  spread  to 
nearly  all  types  of  organizations  over  the 
next  several  years,  predicts  Giga’s 
Enderle.  “One-to-one  and  one-to-few 
communication  is  critical  in  today’s 
overwhelming  information  glut.  There’s 
a  growing  need  for  organizations  to  find 
ways  of  communicating  with  people 
efficiently,  effectively  and  cheaply.” 

In  the  years  ahead,  user  interactivity 
will  help  webcasting  grow  from  an  inter¬ 
esting  concept  to  a  widely  adopted  tech¬ 
nology,  predicts  Intervu’s  O’Halloran. 
He  explains  that  interactive  features, 
such  as  messaging  and  polling,  help 
draw  viewers  into  a  presentation. 
O’Halloran  notes  that  interactivity  can 
provide  powerful  dividends  beyond  sim¬ 
ple  information  distribution.  Organ¬ 
izations  can  conduct  focus  group  ses¬ 
sions  via  webcasts,  for  example,  and 
receive  real-time  feedback.  “You  can’t 
just  focus  on  the  webcast  itself,”  says 
O’Halloran.  “You  have  to  see  that  the 
data  you  get  back  can  be  used  for  a  wide 
range  of  marketing  activities.” 

Visio’s  Campbell  puts  it  simply: 
“Mostly  we  view  this  technology  as  the 
coolest  thing  since  sliced  bread.  It’s  using 
a  touch  of  show  biz,  combined  with 
solid  business  methodologies,  to  create 
a  powerful  new  business  tool.”  BO 


John  Edwards  is  a  technology  writer 
based  in  Gilbert,  Ariz.  He  can  be 
reached  via  his  Web  site  at  www. 
john-edwards.com. 
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cc  Real-Time  Research 

Market  feedback  is 
like  fish — when  you 
want  it,  you  want  it  to 
be  fresh.  MarketTools  Inc.  aims  to 
satisfy  data  cravings  with  a  collec¬ 
tion  of  research  tools  enabling 
online  research  in  Internet  , 
time.  Companies  can,  for  ^  0 
instance,  gauge 
market  response 
to  new  ads  or  a 
Web  redesign  or 
spot-check 
customer , 
brand 
awareness. 

Tools 

include  eSurveys 
for  online  polling, 
ePanelsforongo- 
ing  online  panels 
and  eSample  for  acquiring  Web- 
based  research  samples.  Pricing 
depends  on  types  of  research  and 
advisory  services  purchased. 

For  more  information,  visit 
www.markettools.com  or  con¬ 
tact  MarketTools  in  Sausalito, 

Calif.,  at  415  289-4300. 


1-Robot 

A  robotic  web  Assis¬ 
tant  fueled  by  e-mail — 
that's  the  best  way  to 
describe  Netrics.com  Inc.'s 
e-Site,  which  updates  Web  sites 
using  e-mail  attachments. 
Approved  users  simply  send  e- 
Site  standard  e-mail  messages — 
attaching  HTML,  graphics,  text  or 
other  files  to  their  messages.  The 
tool  automatically  updates  the 
site  based  on  the  e-mail's  instruc¬ 
tions.  e-Site  can  also  remind  Web 
contributors  when  pages  need 
updates  and  alert  other  visitors 
when  content  changes.  An  entry- 
level  system  supporting  two 
servers  and  five  authors  costs 
$5,000. 

For  more  information,  visit 
www.netrics.com  or  contact 
Netrics.com  in  Fort  Lauderdale, 
Fla.,  at  954  229-1950. 
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Ever  heard  of  digital  communities? 

At  EDS,  they've  become  true  "digital 
collaboration  systems." 


Here  you  do  more  than  just  share 
real-time  information  around  the  world. 

It's  a  secure,  more  efficient  way  to  get  stuff  done: 

idea  stuff,  design  stuff,  product  info 
stuff  and,  oh  yeah,  invoice  settlement 
stuff  (aka  “money  stuff"). 


EDI 


lolved 


www.eds.com 


CIO  Portfolio 

PRODUCTS  AND  SERVICES  FROM  CIO  COMMUNICATIONS 


IN  FUTURE  ISSUES 

When  Companies  Collide 

Mergers  and  acquisitions  require  a  lot  of  work,  long  after  the  deals  have  been 
finalized  and  the  press  releases  have  been  written.  Read  what  it  takes  to  put  all  the 
pieces  together,  while  keeping  your  customers  and  stockholders  in  mind,  from  the 
perspective  of  CEOs  who  have  done  it. 

It's  Time  to  Reengineer  the  Business 

How  do  you  maintain  accord  between  IT  and  business  strategy  when  billions 
of  dollars  are  at  stake?  Learn  how  one  major  American  company  aligned 
its  business  and  cut  costs  while  rapidly  deploying  software  in  an  effort  to  stay 
ahead  of  its  competitors. 

Leadership  Training 

Rather  than  just  expecting  leaders  to  bubble  up  to  the  surface,  some  IT  depart¬ 
ments  are  instituting  formal  leadership  training  programs.  Read  why  this  is 
important  to  do  and  how  it  is  working  at  some  leading  companies. 


EXECUTIVE  PROGRAMS 

The  Eighth  Annual  Enterprise  Value  Retreat 

Jan.  30  to  Feb.  2,  2000  •  Westin  La  Paloma  •  Tucson,  Ariz. 

The  information  technology  environment  is  dramatically  changing  its  structure. 
The  Internet,  intranets,  extranets  and  e-commerce  have  created  new  ways  for 
enterprises  and  individuals  to  communicate  with  each  other,  leading  to  radically 
different  channels  of  distribution  and  asset  allocation.  The  CIO  Enterprise  Value 
Retreat  2000  will  explore  how  companies  have  added  value  by  leveraging  the 
opportunities  created  by  these  technological  enhancements. 

Contact  CIO  at  800  355-0246  or  www.cio.com/conferences. 

( 


THE  CIO  CONSULTWARE  SERIES 


I.T.  STANDARDS  STRATEGIES  FOR  CIOS,  V.  2.0 

Our  newest  release  examines  current  trends  and  practices  for  evaluating,  setting, 
publicizing,  implementing,  monitoring  and  updating  standards.  Price:  $2,295 

I.T.  STAFFING  STRATEGIES  FOR  CIOS 

Learn  how  leading  companies  recruit,  develop  and  retain  IT  staff  successfully. 

Price:  $1,995 

IMPLEMENTING  I.T.  STRATEGIES  FOR  CIOS 

Shorten  the  planning  cycle  and  create  a  process  that  works  for  your  entire  organization. 
Price:  $2,295 

For  more  information  or  to  demo  these  products,  visit  www.cio.com/consultware  or 
contact  Dot  Caspersen  at  800  726-3090  or  research@cio.com. 


cio.com 

http://www.cio.com 

The  Research 
Starts  Here 


The  CIO  Executive 
Research  Center 

www.cio.com/forums/executive 

This  center  contains 
information  and  insights  about 
the  role  of  the  CIO. 


Knowledge  Management 
Research  Center 

www.cio.com/forums/knowledge 

Find  out  how  to  learn  what 
other  people  in  your 
organization  know. 


Human  Behavior 
and  the  Web 

www.cio.com/forums/behavior 

Does  technology  change 
the  way  people  act  in 
the  workplace? 


ERP  Research  Center 

www.cio.com/forums/erp 

Learn  how  ERP  and  supply  chain 
management  help  integrate 
companywide  information. 


Infrastructure 
Research  Center 

www.cio.com/forums/ 

infrastructure 

Information  and  articles  on 
hardware,  software,  operating 
systems  and  platforms. 
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EDS 


Achieve  mass  customization. 


Leap  tall  buildings  in  a  single  bound.' 


“Legal  clearance  pending. 


Revolutionize  essential  processes. 


Pioneer  distribution  channels. 


olved. 


With  a  fully  integrated  e-business, 

EDS  can  help  you  do  some  truly  amazing  feats: 
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Choosing  the  right 
partner  will  keep  you  from 
going  around  in... 
well,  you  know. 


EDS 


Your  strategy  and 
implementation  are  aligned. 

Your  front  office  and  back 
office  work  side  by  side. 

Your  supply  chain's 
seamlessly  connected. 

Your  existing  tech  systems 
know  it's  not  1982. 

Technology,  processes  and  people 
have  achieved  harmonic  convergence. 

In  other  words,  you've  made 
it  to  E-Day:  the  day  your  e-investment 
shows  signs  of  understanding  what 
the  "R"  in  ROI  means. 


Enjoy  your  stay. 


©1999  EDS.  EDS  and  the  EDS  logo  are  registered  marks  of  Electronic  Data  Systems  Corporation. 


EDS  can  help  your  electronic  business,  from  idea  to  implementation.5” 
We  can  even  manage  it  for  you.  To  learn  more  about  our  Management 
Consulting,  Solutions  Consulting,  Business  Process  Management 
and  IT  Outsourcing  services,  call  800-566-9337  or  visit  our  Web  site. 
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Nobody  knows 

refurbished 
computer  equipmen 

better 


We  admit  it.  If  God  had  an  online  auction  site  for  refurbished  business  hardware,  His  would  be  better. 
Until  then,  we’re  the  first  site  to  offer  a  quality  guarantee  on  everything  we  sell.  How  can  we 

do  this?  Because  you  buy  from  us,  not  through  us. 
Visit  us  on  the  web  or  call  toll  free  1-877-982-7776. 


ZoneTrader.com 


BACK  TALK 


THINKING  AGAINST  THE  GRAIN 


Jared  Spool  on 


Studying  Design 


Jared  Spool  is  a  founding 
principal  of  User  Interface 
Engineering,  anil  -year- 
old  company  that  ad¬ 
vises  designers  on  bow 
to  build  better  products, 
from  respirators  to 
home  pages.  Spool  has 
worked  for  SAP, 

Fidelity,  Schwab,  GTE 
and  many  other  multi¬ 
national  companies. 

CIO:  One  of  your  stud¬ 
ies  involved  the  way 
people  find  their  way 
around  the  enormous 
Brimfield  Antiques 
Fair  in  Brimfield, 

Mass.  What  did  you 
learn  from  that? 

For  starters,  we 
learned  that  computer 
users  don’t  think 
about  the  technology. 

In  fact,  their  best  expe¬ 
riences  are  those 
where  the  technology 
itself  is  pretty  much 
invisible. 

Consider  a  Web  site  pre- 
Brimfield  and  then  post- 
Brimfield.  What  would  be 
the  difference  in  design? 

We  had  a  lot  of  clients  com¬ 
ing  to  us  before  Brimfield 
saying,  “We’re  building  an 
e-commerce  site,  but  we 
don’t  want  to  build  the 
community  portion  yet.” 
And  what  we  realized  was 
you  can’t  get  away  with  that 
if  they  all  are  integrated. 

Do  people  search  for 
something  in  the  real 
world  the  way  they  search 
on  the  Web? 

If  you’ve  ever  been  at  a 
drugstore  you’ve  frequented 
that  has  recently  rearranged 


everything,  it’s  very  disori¬ 
enting  and  makes  it  much 
harder  to  find  what  you’re 
looking  for. 

.  It’s  a  similar  feeling  to 
being  on  the  Web,  where  we 
don’t  have  those  physical 
clues.  There  is  no  sense  of 
space.  Even  links  being  in 
the  same  place  is  not  the 
same  as  a  physical  aisle. 

Who  is  teaching  whom?  Are 
the  users  teaching  the 
designers  or  are  the  design¬ 
ers  teaching  the  users? 

Both.  For  example,  every 
time  eBay  tries  to  redesign 
their  site,  their  users  send 
them  millions  of  letters 
telling  them  that  they  would 
prefer  it  some  other  way. 


There’s  always  the  question 
in  changing  design  as  to 
whether  you’re  benefiting 
the  current  audience  or 
you’re  going  to  benefit  a 
new  audience.  And  the 
theory  is  that  the  reason 
you’re  doing  a  redesign  in 
the  first  place  is  to  have  a 
huge  influx  of  new  audi¬ 
ence  because  of  your  new, 
modern  look.  And,  there¬ 
fore,  if  a  year  from  now 
you’re  going  to  have  10 
times  your  current  audi¬ 
ence,  do  you  really  care 
about  that  10  percent  of  the 
opinions?  And  if  only  a 
small  percentage  of  the  cur¬ 
rent  audience  actually  says 
anything,  do  you  really 
need  to  listen  to  them? 


Do  you  keep  different 
audiences  in  mind  when 
designing  interfaces? 

Sure.  We  saw  that 
when  we  were  test¬ 
ing  Schwab.  We 
had  tested  it  on  peo¬ 
ple  who  were 
investment  savvy. 
They  did  a  lot  of 
trading  already,  but 
they  were  unfamiliar 
with  Schwab.  They 
got  in  and  looked  at 
the  demo  on  the 
Schwab  site  and 
thought  it  was  great. 

We  then  tested  a 
user  who  had  a 
bunch  of  money  to 
invest  but  really  had 
never  done  it  before. 
She  got  into  the 
Schwab  site  and  at 
the  first  mention  of 
any  jargon — in  partic¬ 
ular,  the  phrase  “mar¬ 
gin  accounts” — she 
said,  “I’m  going  to 
call  my  broker  at 
Merrill  Lynch  and  talk  to 
him  because  I  really  don’t 
understand  this  stuff,  and  I 
don’t  want  to  understand 
this  stuff.” 

So  the  question  is,  Is 
Schwab  trying  to  attract 
that  type  of  investor?  If  so, 
their  current  design  doesn’t 
do  it.  They’re  dealing  with 
the  first  audience  very  well, 
but  not  the  second  audience. 

The  first  problem  is 
deciding  how  to  build  a 
design  that  would  deal  with 
both  audiences.  Then  to 
understand  that  there  aren’t 
two  audiences  in  the  invest¬ 
ment  world,  there  are  prob¬ 
ably  20  or  30  or  50.  And  so 
how  do  you  design  for  each 
of  those?  -Art  Jahnke 
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personalization 


can  be  easy  and  fast. 
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Copy  Template 


Insert  Tile  Names 


Paste  into  HTML 


Deploy 
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Think  faster.  Think  hours,  not  weeks,  months,  or 
more.  Think  how  easy  it  would  be  to  copy  a 
B  template,  add  your  own  URLs,  paste  a  link 
into  your  HTML  code  or  Javascript,  and 
have  website  personalization  right  away.  Literally.  In  hours. 

That’s  what  you  get  with  TriVida,  the  world’s  first 
Personalization  Service  Provider".  TriVida’s  Networked 
Personalization™  lets  you  link  webpages  to  TriVida’s  remote 
server,  track  customers’  actual  online  behavior  and,  from 
that,  build  models...  automatically.  Even  when  you  know 
nothing  else  about  your  website  visitors,  Networked 
Personalization  can  recommend  products,  information, 
and  services  that  meet  your  site  visitors’  needs...  and 
provide  direct  links  to  the  recommendations. 

There’s  no  hardware/software  integration,  no  server 
side  maintenance,  no  costly  investment  up  front.  Just 
personalization.  Easy  and  fast.  Find  out  just  how 
easy  and  fast  by  visiting  www.trivida.com/ckcio  or 
calling  1.888.  TRIVIDA  ext.  952  today.  Or  pick 
the  list  on  the  left. 


TR  I  VI  DA 

The  Profit  of  Personalization ' 


ALL  H I H  p  S  OF  lUJIfrHTS',  LIKE  WHo  y  ouR  cuSToMEfi.5  ARE  AND  vv/Hat 


THEY  RE  ALL  a&oU  T.  U/HAT  THEY'RE  8l/Y  i  A/ 6-  AND  wH  Y>  TH/w6-£  y©o 


a/eed  to  lovow  to  T(/*v  ordinary  cust  p  me  rs  into  loyal  customers. 

IS  THIS  IMPORTANT?  CONSIDER'  IT  LOST*  S'/*  TIMES  (s  IX  T\MEs()aS 
much  To  AC  QutRE  A  NEW  CUSTOMER  AS  IT  DOES  To  KEEP  AN  EXISTING  °  N  E . 
IBM  SERVERS  can  HELP  y#  U  MANAGE  AND  MAKE  SENSE  of  ENDLESS  AMOUNTS 
of  MTA,  LETTING  you  EXPLOIT  THE  HUGE  0  ?  PoRTU  N  l  Tlf  S  THAT  BUSINESS 

Intbluge  nce  and  knowledge  management  software  reveal.  — ■  — 

Know  MoRE,  sell  More,  visit  the  magic  Box  z  I 

iAT  \nvu vu  .  i  t  m  .  c  o  rrt  / m  « ^  i  c  4  o  x  / j h 5  i  jl*  i  s  bJ 


IBM  and  the  e-business  logo  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation.  ©  1999  IBM  Corporation. 


